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he results are in~=—and 


XEX-TV WINS! 


‘Million Dollar Movies’”’ 


get top share of audience 
and top adult audience 
in Metropolitan Richmond 
Nion. thru Fri., 5-6:30 P.M. 


Source: ARB Coincidental, Richmond Metropolitan Area, July 14-18, 1958 





SHARE OF AUDIENCE COMPOSITION* 


WXEX-TV—49.7% 1 wenty ce oe 
STATION B ia 31.0% Station B 59% 41% 
STATION C we 26.3% Station C 25% 75% 


*based on data available for partial week 














Beginning June 30, when NBC option hours changed, we experimented with scheduling our already 
owned RKO and 20th Century-Fox pictures at 5 P.M. We thought our Richmond audience—especially 
our adult audience—would go for the best in movies during the late afternoon. Now the ARB figures 
prove we were right. So we have added the fabulous MGM library! The figures should keep going 
up and up and UP. You’re invited to go right along with them—on WXEX-TV, the Richmond area’s 
basic NBC-TV station. 


Call our “reps."' for availabilities, presently at current card rate 


Select Station Representatives in New York, Philadelphia, Baltimore, Washington; McGavren-Quinn in Chicago, Detroit and West Coast; 
Clarke Brown Co. in Dallas, Houston, Denver, Atlanta, Miami, New Orleans 






















... Number one in America’s 37th TV market, reports Nielsen “7 


Now confirmed and certified by the Nielsen Coverage Survey #3, is the clear-cut domination by 
WSTV-TV Channel 9 of the prime Steubenville-Wheeling television market: 





e over 200,000 more TV homes covered than its nearest competitor e lowest cost-per-thousand, by far 
e highest TV set coverage in all total Nielsen survey categories: monthly, weekly, daily, daytime and evening 


For advertisers, WSTV-TV delivers deepest penetration into the 39 densely populated counties comprising 
the rich Upper Ohio Valley where retail sales hit $3,159, 860,000. And only WSTV-TV offers FREE 
“Shopper-Topper” merchandising service—“promotion in motion” designed to move food store products in 
America’s Steel and Coal Center. For more details, ask for our new “Shopper-Topper” brochure. 


A Member of the Friendly Group Stations: 

KODE-TV, WBOY-TV, WSTV-TV 

52 Vanderbilt Ave., N. Y., 211 Smithfield St., Pittsburgh 
Represented by Avery-Knodel, Inc. 


® S| & CHANNEL 9 » STEUBENVILLE-WHEELING 


“Best Buy by Any Known Source.” 









GR hy i 
SBC. 


BUTE ALO 
NTE 
~AEe 






















It means that now America’s 
No. 1 network, NBC, and Buffalo’s No. 1 
station, WGR-TV, have joined forces 
to offer advertisers and viewers the best in TV 
in the nation’s 14th market. 


e Top NBC-TV network programming... A huge, untapped 
audience will now see, for the first time, Dinah 
Shore, Perry Como, Bob Hope, Milton Berle, and 
many others. Also available are NBC color, 

NBC specials, NBC public service... because NBC is 
now VHF in Buffalo. 


e Top local acceptance... because of top local shows, 
personalities, public service, promotion, and 
merchandising. 


a “Let’s run 
this up 
the flag pole” 


mera 


e Top choice in Buffalo of advertisers and viewers alike 


eo eae See 





Contact Peters. Griffin and 
Woodward for availabilities 
on WGR-TV—now NBC! 
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n eee 
‘ watch everyone 
4 salute!” 
‘or 
q NBC CHANNEL 2 
a BUFFALO 
‘> si sym. A TRANSCONTINENT STATION 


oF WROC-TV, Rochester, N.Y. « WSVA, WSVA-TV, Harrisonburg, Va 







at SERVICE WGR, WGR-TV, Buffalo » WNEP-TV, Scranton/Wilkes-Barre 





Television Age is published every other Monday with an additional issue yearbook number published in December by the Television 
Editorial Corp. Editorial, Advertising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122. Printing Office: 109 
Market Place, Baltimore 2, Md. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in Canada and Mexico $8 
a year: elsewhere $12 a year. Volume VI No. 6. Second class mailing privileges authorized at Baltimore, Md. 


REFLEX ACTION 


Six months ago, Channel 4 in St. Louis became a CBS Owned station. Natural reaction: today, 
it’s first! In fact, KMOX-TV has the largest share of the St. Louis television audience according to 
all three audience measurement services...Nielsen, Pulse, and ARB) 

Nielsen, for example, shows that KMOX-TV is ahead of competing stations for all three periods 
(oy Me Golem ob ucreCelerctiemetchiescele> webbelcamecbancowelereyomecbere Mp ebtcdelm 

For KMOX-TV, leadership was inevitable. Because CBS ownership, in St. Louis as elsewhere, 
means a full schedule of top-rated programs from the CBS Television Network, the very best 
local live programming and the finest feature films from Hollywood’s major studios. 

It follows that month-in, month-out more and more advertisers are finding Mid-America’s 
most sales-productive medium is KMOX-TV. You will too...naturally. 


\ 


= 
CBS Owned + Channel 4 in St. Louis - Represented by CBS Television Spot Sales KMOX TV 
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. Peters-Griffin-Woodward, Inc. 


OCTOBER 20, 1958 KTVO is the only station 


serving America’s boom area... 
the area surrounding Ottumwa, 
Iowa and Kirksville, Missouri. 


Cl 


Television Age 


29 AUTOMATIC DRIVE 


Auto manufacturers will again rely strongly on tv 
to promote sales of the °59 models 


34 MODESTY ON MADISON OTTUMWA 





The Lawrence C. Gumbinner agency, with $20 million 


oppe . * 
billing, soft-sells its own success 


KIRKSVILLE 


38 WORLD-WIDE WESTERN 


Sagas of the cowboy and the six-gun are now among 
the best-known American art forms 


MISSOURI 
42 PRE-FAB HOUSING 


Tv proves ideal for demonstrating the advantages 
of new principles in home building 


44 WINNERS USE TV 
Candidates are discovering that heavy video users 
are very seldom beaten at the polls 
KTVO serves 200,000 TV 


homes exclusively. 
DEPARTMENTS 


11 Publisher’s Letter 
Report to the readers 


59 Washington Memo 
Tv and Capitol Hill 


14 Letters to the Editor 


The customers always write 


Wall Street Report 
The financial picture KTVO serves this single- 
station market on clear channel 3 
with 100,000 watts power and a 


1101 ft. tower. 


21 Tele-scope 
What's ahead behind the scenes 


3 Spot Report 


Digest of national activity 


23 Business Barometer Audience Charts 


Measuring the trends 


5 Newsfront 


47 


The way it happened 


Film Report 


Round-up of news 


Who watches what 


In the Picture 
Portraits of people in the news 


2 In Camera 


The lighter side 


KTVO 


© Ba 


Offices: Ottumwa, lowa 
Represented by: George P. Hollingbery Co. 


October 20, 1958, Television Age 





Advertisement 


What’s a Radio TV © 


Executive Factory? 


A great deal of interest in wNpU-Tv & Radio’s course in Telecommunications has 
been generated in the last year here on the Notre Dame campus and in the busy 
marts of Trade. 


For those of you who are interested in “where are our future communications 
industry leaders coming from?”, here are some facts worth conjuring. 


Telecommunications (as part of Communications, a degree course comprising 
also Speech, Drama & Journalism) consists of Divisions I & II covering radio 
and television. 


Telecomm I accommodates fourteen students—juniors and seniors, and covers: 
theory, trade practices & policies; station programming, production, engineer- 
ing, sales, promotion and administration. Telecomm II also accommodates four- 
teen students, (a student is required to take Telecomm I before enrolling in 
Telecomm II) and is “perform and learn.” In this section the students operate— 
write, direct, produce & sell their own shows for air presentation in certain selected 
and restricted time slots. They perform all duties required in the operation of a 
commercial radio and TV station. This is l’arnin’ the hard, easy way! 


Here is a partial run down of the eight hours of classes devoted just to TV sales 
in Telecomm |—just one-fifth of the total hours allotted to a single semester of 
Communication I. 


Ist hour: An introduction to the philosophy of selling and its application to TV 
sales. Selling prerequisites—personal equipment and basic selling arguments. 
Home Assignment: Write a personal biography of 500 words. 
2nd hour: The effects of television on our national economy and culture. 
Home Assignment: Write short treatise on the way in which TV has had some 
effects on your own life. 
3rd hour: (1) TvB Film “E-Motion” (30 minutes). 

(2) Discussion of composition of TV commercials. 
Home Assignment: Write paper on “What elements do you think should go into 
a TV commercial?” 
4th hour: Sources of Income (Network, Spot & Local). Numbers of networks; 
of stations; reps vs. local sales force, philosophy of rates. 
Home Assignment: Should more time be allotted to network or should more 
time be devoted to local programming? Why? 
Etc., etc., etc. 
Throughout the whole of this two-part, empirically broad as well as exhaustively 
detailed course there is an all-pervading and not-so-subtle emphasis on the prac- 
tical application of Christian principles to program content, human relations, 
business practices—obligations to the public, clients and associates. 


A happy hum has this Factory! 


8 October 20, 1958, Television Age 











Publisher 
S. J. Paul 


Editor 
Art King 
Associate Editors 


Daniel Richman 
Dick Donnelly 


Assistant Editors 
Dick Nolan 
Don Dunn 
Washington Correspondent 
David Stewart 
* 


Eastern Sales Manager 
Don Kuyk 
Advertising Representative 
Ben Rachlis 
Production Director 
Fred Lounsbury 
Advertising, Sales Service 
Lee Sheridan 
Circulation Director 
H. C, Gainer 
Reader’s Service Dept. 
Marcia Krinsley 
Business Office 
G. S. Smith 
Chicago Office 
333 North Michigan 
Tel: FRanklin 2-7100 
West Coast Office 
R. J. Friedman 
5880 Hollywood Blvd. 
Los Angeles 
Hollywood 7-5625 





Member of Business Publications 
Audit of Circulations, Inc. 


TELEVISION AGE is published bi-weekly by the 


| Television Editorial Corp. Editorial, adver- 
| tising and circulation offices: 444 Madison 


Ave., New York 22, N. Y. Phone: PLaza 
1-1122. Printing Office: 109 Market Place, 


| Baltimore 2, Md. Single copy: 50 cents. 


Yearly subscription in the U.S. and posses- 
sions: $7; in Canada: $8; elsewhere: $12. 
Second class mailing privileges authorized at 
Baltimore, Md. Copyright 1958 by Television 
Editorial Corporation, 444 Madison Ave., New 
York 22, N. Y. The entire contents of TELE- 
VISION AGE are protected by copyright in the 
U.S. and in all countries signatory to the 
Bern Convention and to the Pan-Amerir an 
Convention. 











TASTES LIKE BEER!” 









He’s taste-testing a product he saw advertised on WGN-TV. And he’s sold! 
The program he saw was Sea Hunt, where he and 917,930* other viewers 
watch—and buy as a result—every week. (*Nielsen: Aug. 10-Sept. 6, 1958) 


Viewer enthusiasm for top-rated shows is what you expect to get on WGN-TV. 


That’s why Top Drawer Advertisers use WGN-TV. 


Let our specialists fill you in on some exciting case histories; discuss your sales 
problems and advise you on current availabilities. 


Chicagoans watch Channel 9 


The station that puts "GEE!" in your Chicago sales! WGN oo 7 V 


October 20, 1958, Television Age 9 





















the newest things in sight 
and sound are coming from 


SIGNAL, Hit... 


... home of WDAF-TV and Radio, Kansas City’s first and 

largest broadcasting center. If you know the Heartland, you know 
that all eyes and ears turn here because Signal Hill stands for 
stability, something people can depend on ..whether for 
information or entertainment. 


Under National Theatres direction, this character is being 
conscientiously strengthened each day, with important 
policy improvements. 


Important to whom? 


First, important to the million-plus people who watch and listen 
..and buy your products... people who insist on the finest 
possible programming in return for their time. That’s what they’re 
going to get on Channel IV and on 610 .. . from us and from NBC. 


Important, also, to you who must sell this big midland market. 
The kind of improvements we’re talking about will make 
that selling job easier than it has ever been in Kansas City. 


National Theatres pledges both of you new strength in 
programming ...new appeal in personalities ..new power in 
promotion and merchandising ...new depth in market 
information ...new vigor in sales follow-through. 


These are the improvements we want to tell you more about. You'll 
be getting the specific details from us and our good station 
representatives . . . 


In Television: Harrington, Righter & Parsons, Inc. 
In Radio: Henry I. Christal Co., Inc. 


f--------- 


| W7 DAF 


BASIC NBC 





& NATIONAL THEATRES 

























































Letter from the Publisher 


We Disagree with Mr. Barrett 

Vewsweek’s tv-radio editor Marvin Barrett has come forth with 
a piece of inductive reporting in an attempt to make a four-page, 
so-called Special Report “fit the crimes.” Mr. Barrett’s piece is 
called “Dial Anything for Murder,” and we take issue with it on 
the following point: 

In a chart of the “action” programs, almost 80 per cent are west- 
erns, long a favorite target for critics. As John Reddy points out in 
his article, “World-wide Western,” on page 38, the western has 
become global in its interest and is a wholesome form of American 
entertainment. The western got its start as a literary form through 
writers of the stature of Bret Harte, Mark Twain and Owen Wister, 
and it has pervaded every form of communication from books to 
plays, to movies, to radio and now television. 

Our point is that Mr. Barrett picked the westerns to pad a report 
castigating tv for its murder-and-violence fare. If westerns are re- 
moved from his chart, it is considerably deflated. With specific re- 
spect to violence on the air, the canon of good taste is certainly a 
yardstick to be applied. But to level a blanket accusation at the 
medium is the same as demeaning Shakespeare because of the 
dastardly deeds of his characters. 


BPA Convention 

The third annual convention of the Broadcasters’ Prometion As- 
sociation will be held at the Chase Hotel in St. Louis Nov. 16 through 
19. There is probably no area in the television business in which 
the exchange of ideas is more beneficial than promotion and ad- 
vertising in the medium itself. We believe that management should 
encourage its promotion managers to attend these important ses- 
sions. For many years newspapers have had a strong promotion 
association. BPA is young, has a lot of vitality and needs the un- 
qualified support of all facets of the business. 


Narrow Escape 

A few days ago a Capital Airlines plane on route from Atlanta 
to Washington via Pittsburgh scraped the top of the new WLW-A 
tower. The pilot heard a tremendous sound, checked his equipment 
and when everything appeared to be in working order, flew on to 
Pittsburgh. When the plane was examined at Pittsburgh, it was dis- 
covered that the underbelly was damaged and the airliner was 
erounded. At the time he “swiped” the tower, the pilot was sup- 
posed to have been flying at 3,500 feet. He was actually flying at 
slightly over 2,000 feet and was off course. If he had hit a few feet 
lower he would have toppled the tower and crashed the plane. 

There are almost 70 towers in the U. S. that are over 1,000 feet 
tall. The Air Space Committee determined before clearing the erec- 
tion of each of these towers that they would not be hazardous to air 
travel. Airlines, then, need only keep their planes within prescribed 
air paths to protect not only their passengers and planes, but the 
valuable towers as well. It is up to the government authorities and 
airline management to see that this is done. 


Cordially, 


GET YOUR MESSAGE 
ON THE MAGIC 


GOLDEN SPREAD 


WHERE GREAT 
THINGS ARE 
HAPPENING 


BIG 4 


1S THE 


BIG BUY! 


* Over 100,000 TV Sets 
*% Nearly $200,000,000 in Retail Sales 


in the Area 


SERVED BEST BY 
BIG 4 


Visual 100 KW 
Aural 50 KW 


Antenna Height 833’ above ground 


KGNC-TV 


Channel 4 


AMARILLO, TEXAS 
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For LOCAL Sponsorship —Never Before Such GUEST 


~The Rosemary 
QvVEe 










é 


oy 
a Dorothy Malone Jose 


Vincent Price 4 Carol ? 7% 


Mel Torme Ce Zsa ZSa 3 


Tennessee Ernie 
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many more guest star “greats 


PREDICTION: A Rosie Future for All Sponsors of These 39 Star-Bright Half Hour 
ort Film . . . All Made Expressly for Local Advertisers. 


Janet 


Bary Mitchell Hildegardel¥ 





ST. 
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STARS GALORE in One Wonderful Film Series! 


Clooney€}Show 







ee — 


Wp lcigh Tony Curtis * 


me 


_— 
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Cesar Romero 


Py 


}|Gabor ' 7 Boris Karloff 


¥-: buster Keaton and 
S 
Write, Wire, Phone wm C ci tV 


FILM SYNDICATION 


America’s No. 1 Distributor of TV Film Programs 
598 Madison Avenue + New York 22, N. Y. + Plaza 9-7500 


and principal cities everywhere 





Channing 














WILDING 
TV IS 


SOMETHING 
TO SEE! 





WILDING 


PICTURE PRODUCTIONS, INC. 

CHICAGO NEW YORK DETROIT LOS ANGELES 

CLEVELAND CINCINNATI PITTSBURGH 
TWIN CITIES 
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Letters to the Editor 


About Towers 

. in regard to the listing of tele- 
vision stations. ... Presumably the data 
concerning antenna height and power 
are to provide a basis for appraising 
stations and comparing them. However, 
your listings do not provide the essen- 
tial data for this appraisal. 

For example, WHIO-TV operates with 
the maximum power and antenna height 
permitted by the FCC in Zone I. The 
FCC maximum power is 316 kw at an 
antenna height of 1,000 feet above 
average terrain, not above ground or 
sea level. 

In my opinion, information concern- 
ing aural power, tower height above 
eround and height above sea_ level 
serves no real purpose. Height to the 
center of the antenna above average 
terrain is a very useful bit of informa- 
tion. Unless a complete disclosure is 


made, this is the only height that should 








UN Logo 


WJAR-TV Providence has added 
its prestige to the move to support 
the United Nations by adding the 





WE BELIEVE 


UN logo to its business stationery. 

Says J. S. Sinclair, WJAR-Tv sta- 
tion manager: “We are probably 
the first broadcaster to have the 
logo, and I sincerely hope the idea 
will spread. The United States 
Committee for United Nations is 


promoting this plan and we are 


trying to help all we can.” 











Index Service 


TELEVISION AGE is among the 
leading advertising and market- 
ing publications which will be 
indexed by the Marketing Refer- 
ence Bureau of San Francisco, 
it has been announced by Donald 
P. Zavin, president of the bureau. 

The index, which will appear 
for the first time in November, 
will collate all articles and in- 
formation for quick and easy 
reference through the use of sub- 
ject and category headings. All 
articles will be cross-referenced 
to appropriate categorical head- 
ings, while additional aids will 
appear in the form of graph and 
chart references and a directory 
of organizations and companies. 

The MRB Index is offering 
subscriptions at a special rate for 
charter members. Inquiries should 
be addressed to MRB Index, 1616 


Pacific Ave., San Francisco 9. 





be listed. . . . We believe that future 

listings will more accurately describe 

WHIO-TV if they are as follows: power 

316 erp. Actual over-all height of tower 
above ground is 1,104 feet. 

ERNeEst L. ADAMS 

Chief Engineer 

WHIO-TV Dayton 


Ward Baking Article 
. the excellent story on our com- 
pany ... was certainly well handled. 
A. F. GUCKENBERGER 
Vice President 


Ward Baking Co. 


Market Study 
HOW ABOUT FIFTY COPIES OF YOUR 
GEORGIA, FLORIDA, ALABAMA MARKET 
STUDY FOR OUR SALES DEPARTMENT? 
NEED IMMEDIATELY. 
Lou Hertz 
WAGA-TV Atlanta 


Atlanta Tv Agencies 

In you September 8th issue you list 
Georgia agencies handling television. 
We wish to point out that the Marschalk 
& Pratt division of McCann-Erickson at 
795 Peachtree St., N. E., Atlanta, places 
more television advertising than most 


(Continued on page 18) 















THE WORLD’S MOST FABULOUS CLOWN... 


BOZO ™ 


156 CARTOONS IN MAGNIFICENT ANIMATION 
BRAND-NEW-FULL COLOR-ESPECIALLY MADE FOR TELEVISION 


Now-—Jayark brings to TV the most successful personality ever conceived. BOZO is pre-sold to countless 
millions of children and adults. BOZO’s universal appeal and sales impact have never been equalled. 













& \ 
\ » O Copyrighted by Capito! e 


OS, 





156 CARTOONS - EACH 6 MINUTES - FULL COLOR or B/W - MAGNIFICENT ANIMATION - PACKED with ACTION - LOADED with LAUGHS 


BOZO and his friends will keep your viewers in suspense thousand audience . . . sure to deliver unparalleled impact in 
and in stitches. They travel to the moon . . . They climb advertising results! 

Mt. Everest . . . They even “run” Macy's and Gimbels. 

Each thrilling cartoon is jam-packed with action and jaw- ACT NOW WHILE BOZO IS STILL AVAILABLE 

cracking laughter . . . No Cliff-Hangers! 7 . 





AVAILABLE WITH ANIMATED COMMERCIAL A RN <3 
LEAD-INS STARRING BOZO HIMSELF : 


Backed by huge merchandising and promotion. BOZO merchan- 
dise items now carried in stores, coast to coast. More than 6 
million BOZO Capitol Albums already sold! BOZO is a guarantee 
of absolute top-rated cartoon leadership in your market. Fresh, 
new and pre-sold, BOZO is sure to deliver the lowest cost-per- 


bin Ca 
=_ 
JAYARK FILMS CORPORATION 


Reub Kaufman, President 


15 EAST 48th ST., NEW YORK 17, N.Y. MUrray Hill 8-2636 








PRODUCED IN HOLLYWOOD BY LARRY HARMON-TED TICKTIN PRODUCTIONS FOR JAYARK RELEASE 


RATINGS ... GREATER RESULTS FOR SPOT BUYERS 






STATIONS ... BOZO IS A NATURAL FOR HIGHER 
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A moment in history and... 


YOU ARE THERE’ 


reat events become great television as YOU ARE THERE takes viewers 
ehind the scenes to re-create history’s most drama-charged pages. 


inal hours of Joan of Arc; the Boston Tea Party; the first flight 
ight Brothers; Lou Gehrig’s farewell to baseball; the death 
br...you are there as these and 34 more “‘headline stories”’ 
¥ ted in present tense, as half-hour television news specials. 


mbit ing the sweep of history with the excitement of on-the-spot 
elevision coverage, ‘and. narrated by CBS Newsman Walter Cronkite, 
‘OU ARE THERE, a Peabody Award-winner, is distinguished, different 


ertainment for all audiences, all all markets. 
. ethe best film programs for all stations”’ CBS F | L M & ® 
Offices in New York, Chicago, Los Angeles, Detroit, Boston, 
San Francisco, St. Louis, Dallas, Atlanta. Canada: S.W. Caldwell, Ltd. 
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SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have 


used television successfully you are interested in the TELEVISION 


AGE series of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into 


his advertising problems, then tells how these problems have 


been answered through television. Each case history is factual 


and complete. Each article includes dozens of actual television 


auccess stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. 


Just fill out the coupon below. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Tewelry Stores & Manufacturers 
Nurseries, Seed & Feed 


Hardware & Building Supplies 
Soft Drink Distributors 

Travel, Hotels & Resorts 
Sporting Goods & ' «ys 

Drugs & Remedic 

Gasoline & Oil 

Shoe Stores & Manufacturers 
Farm Implements & Machinery 
Electric Power Companies 


copies 





ATT ERT TPP 


Number of copies 


Gas Companies 

Telephone Companies 
Insurance Companies 

Coffee Distributors 

Men’s Clothing Stores 

Cough & Cold Remedies 
Electrical Appliances 

Beer & Ale 

Department Stores 
Restaurants & Cafeterias 
Moving & Storage 

Television & Radio Receivers 
Cosmetics & Beauty Preparations 
Weight Control 

Auto Dealers 

Women’s Specialty Shops 

Pet Food & Pet Shops 

Candy & Confectionery Stores 




















Name roe Position 
Company ais. 

Address Ts eee 

, Se Se State 

0) I enclose payment O Bill me 


0 Please enter A subscription tor TELEVISION ace for one year at $7. As a 


premium I 


receive a copy of 


the Source 


which includes the second 15 of the above Product Groups. 


Book of Success Stories 


Letters (Continued from page 14) 


of the Georgia agencies you have listed. 
. . . We opened our Marschalk & Pratt 
office here in June of this year and are 
operating with a staff of 31 people. . . . 
Mark BoLLMAN 

Vice President & Manager 

Marschalk & Pratt 

Atlanta 


Program Idea, Anyone? 
my Dear People— 

I have suqure your adress from 
Cincinnati, writers Digest, and they are 
telling me that your—T.V. agents will 
eccept those stories | have written for 
radio and T.V. if Interested, write if 
you want to read them Free of Charge, 
do Not ask me for money to read them. 
. . . To many sharks are sercalating 
and got me For 200: Dollars alredy— 
to read them and charge me 10. Dol- 
lars after they read them Send them 
to me and Keep the money Lots of this 
people seem making their Living on 
this maner; Stories are Excelent, Titles 
Gypsy’s ADVICE to my Mother; and 
other—IS I WAS Buried ALIVE; its 
a terifick 14 Hour Play: it could be 
divalup an one Hour a Play—if Inter- 
ested To read Somethink good then 
write I am here? Your Story Writer, 

ViapiIMir M. PETCOFF; 
16234 Robson Ave 
Detroit 35. Mich, 


To Set Record Straight 
. the September 8th issue of 
TELEVISION AGE “Best-Liked Tv Com- 
mercials” ranked No. 3—Dodge—with 
the agency listed as N. W. Ayer... . 
Grant Advertising has handled the 
Dodge account since 1952, and we feel 
our people should certainly be com- 
mended for the fine work they have 
continued to do on this account. It 
seems only fair that the error should 

be corrected... . 

M. B. CaTHER 
Vice President, General Manager 
Grant Advertising 
Detroit 


Note: We agree. 


Product Group Series 
Please rush complete set of product 
group success stories #1 through #39. 
PauL W. MARLOWE 
WESH-TV Daytona Beach 
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> 7 ° e Ld , Look at the markets...large and small...and 
a... . e see that The Adventures of Sir Lancelot gets 
’ a es ° P the major share of the audience in its time period. 
, ? City Audience City Audience 
» * a . Altoona 69.0% Erie 76.1% 
o * * Atlanta 44.9% Fresno 58.3% 
—» ol Baltimore 63.1% Memphis 42.1% 
- P . Baton Rouge 73.1% Milwaukee 67.0% 
ee, Buffalo 50.7% Minneapolis-St.Paul 37.2% 
Charleston, S.C. 57.2% Philadelphia 52.0% 
Chicago 45.8% Rochester 64.1% 
Cincinnati 50.3% Sioux City 73.3% 
Colorado Springs 62.9% Spokane 59.2% 
Denver 47.3% Springfield, Mo. 74.6% 
Detroit 36.3% Syracuse 67.4% 














buying market, the 75 Piedmont Counties in 


Put your salesman where impulses to buy get started . Winston-Salem 
. . . in the 783,232 households of WSJS television’s for { Greensboro 
High Point 


North Carolina and Virginia. AFFILIATE 
Call Headley-Reed 
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Sgt. Preston Treks South 

ITC-TPA’s first expansion move in the international 
market will be in Latin America with an epic of the north- 
woods—Sergeant Preston of the Yukon—it was learned at 
press time. The Jack Wrather-owned property is currently 
seen on CBS-TV, Thursdays, 7:30-8 p.m. TPA, before it 
was acquired by ITC, had international distribution rights 
to the series. Other ITC-TPA properties in Spanish-speak- 
ing markets include Count of Monte Cristo, Fury, Lassie, 
Susie, Stage 7, Mystery Is My Business and The Lone 
Ranger. 


Chanel Returning 

Having used New York in its holiday drive last year, 
Chanel, Inc., has lined up 10 top markets for this season’s 
campaign. Three-week schedules of 20’s and ID’s will begin 
late next month and in early December. Prime availabilities 
will be used; witness the $200,000 video budget for the 
brief period. Spots are filmed and will introduce a new 
product in addition to the regular line. Norman, Craig & 
Kummel, Inc., New York, is the agency, Dolores Carbone 
the timebuyer. 


Tv Doubles Sales 

Utilizing a new type of zipper material known as Velcro, 
Sport Chief and American Male jackets have begun running 
schedules of filmed minutes in about 25 major markets. 
The placements are for six weeks. Chief Apparel, Inc., is 
the manufacturer and the Harold Miller Co., New York, 
services the account. Media director Mercer Sweeney re- 
ports it’s the initial tv drive for the client, and that sales 
figures to retailers practically doubled on the strength of 
the tv idea alone. First reports show a sensational public 
demand also, he notes. 


Phillips in Ohio 

Phillips Petroleum Co., currently in about 80 markets in 
37 states, plans to move into Ohio early in December. The 
first test market scheduled is Dayton, with other Buckeye 
markets to be added a few months later. Phillips’ regular 
policy is to set news-and-weather buys for long runs, with 
some spot used where programs are unobtainable. Bill 
Hinman, media director at Lambert & Feasley, Inc., New 
York, is the contact. 


MCA-TV Foreign-Language Sales 

MCA-TV, after some careful exploratory moves, has en- 
tered the foreign-language tv-film distribution field in a 
big way. Previously, the company had restricted itself to 
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English-language markets. Sales of various Spanish-dubbed 
series (such as Mickey Spillane’s Mike Hammer, Alfred 
Hitchcock Presents) have been consummated in Puerto 
Rico, Cuba and Mexico. Alfred Hitchcock Presents has also 
been dubbed in German, Italian and French, and has been 
sold in those markets. The Adventures of Kit Carson has 
been sold in France and in French-speaking Canada. Vari- 
ous undubbed programs have been sold in Hong Kong, 
Bangkok, Belgium, Switzerland, Finland, Japan and else- 
where. MCA-TV has opened an office in Mexico City and 
will dub other shows in Spanish. The company anticipates 
additional sponsors in those markets. 


Sano in Spot 

As predicted here early last month, Sano cigarettes will 
definitely come back into spot as part of its “soft smoke” 
campaign. Schedules of nighttime minutes will kick off 
next month in about 10 major markets for six-week runs. 
Chuck Eaton is the buyer on U. S. Tobacco Co. at C. J. 
LaRoche, New York. 


Milk by the Galion 

Cleveland will be the first of northeastern Ohio’s mar- 
kets to get schedules for a new method of selling milk. Law- 
son Milk Co., pioneering in the sale of milk bottled in 
gallon jugs, has appoined McCann-Erickson, Inc., to place 
its initial tv spots. Robert Cole is the Cleveland office man- 
ager and contact. 


Commercial Monitor Formed 

With SSC&B president Brown Bolte as a major stock- 
holder and member of its board of directors, U. S. Broadcast 
Checking Corp. has been organized to provide a complete 
tv-radio monitoring service. An outgrowth of TV-Tearsheets 
(April 7, 1958, Tv-AcE), the company can now monitor 
all seven New York stations at one time, and plans cover- 
age in 25 major cities by the end of the month, 50 cities 
by Jan. 1. Among initial clients are Revlon, Pittsburgh 
Plate Glass, Allied Chemical, and Ted Bates and SSC&B 
among 25 major agencies. Allen Goldenthal heads the cen- 
tral office at 369 Lexington Ave., with Carl Getchell, for- 
merly a tv account executive at NBC, serving as sales man- 
ager, and award-winning photographer Joe Schimmel set 
as chief engineer. 


Vtr is International 

Some 28 Ampex videotape recorders are now in use 
outside of the United States, with more orders coming in 
daily. Television stations in England, Germany, Japan and 
Australia are all using taped programs and commercials. 
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Sampson sees Red 


and cashes in on award-winning local news ! 


Rhode Island Red proudly points out to timebuyer Sampson B. Sagamore that 
only WJAR-TV has: (1) 6 daily newscasts prepared from 5 news services 
plus on the spot coverage! (2) Highest rated newscasts in the Providence 
market! (3) The Peabody Award for special events plus awards from THE 
BILLBOARD and VARIETY! 






In the PROVIDENCE MARKET 


WJAR-TV 


is cock-of-the-walk 
in news coverage! 





CHANNEL 10 « PROVIDENCE, R.I. * NBC*-ABC * REPRESENTED BY EDWARD PETRY & CO., ING 


22 October 20, 1958, Television Age 


















uwurrueoe Newsfront 


Color viewers called ‘cream’ market .. . page 22A 


Tv is credited with ‘market revolution’ . page 25 


Why no women on television committees? page 25 


ColorTown Project 

Three years after beginning a con- 
tinuing research study known as “the 
ColorTown project,” joint sponsors 
NBC and BBDO have released the first 
complete report in which the status and 
attitudes of color-set owners are con- 


Home Ownership 


<< 


44444444 ° 
Set 


7 + 


Owners 
ye YY Vatatate 
Members 


>» 


i 


hn 
co Multiple-Family Dwelling 


bow: Home 
Difference in home ownership between 
color set owners and those who own 
no color set (Panel Members) is im- 
pressive. 


trasted with those of the “average” tv 
viewer. 

Inasmuch as the number of persons 
owning color sets within the 4,000 
families who comprise the ColorTown 
panel was not considered large enough 
for a fair sampling, the surveyors (Ad- 
vertest Research, Inc.) added nearby 
color-set owners until a total of 328 
families was reached. (The members 
of the ColorTown panel are inter- 
viewed periodically in order to deter- 
mine their awareness of color tv, their 
reaction to it and their ownership of 
or plans to buy a color receiver.) The 
328 color-set families were obtained 
from a larger sample which was 
screened to remove those who had pur- 
chased sets for business reasons, were 
connected with the tv industry, etc. 





Profile #1 shows today’s color-set 
owner as a “cream” market for the ad- 
vertiser’s product. In comparison with 
the average citizen, he is wealthier, 
more active in his business, civic and 
social life, better educated and dynamic 
enough to impress his opinions upon 
others. One of his primary topics of 
conversation is color television, and his 
opinions about it are extremely favor- 
able. 

Through thorough documentation, 
the study points out that four out of 
10 color-set owners have annual in- 
comes of $10,000 or more, while the 
figure for the total ColorTown panel 
is less than one in 10. Where six out of 
10 panel members own their homes, 
eight out of 10 color-set owners are 
home-owners. 

Not only do viewers of color tele- 
vision have more money, says the re- 
port, but they have smaller families on 
which to spend their income, and con- 
sequently have added buying power for 
luxury items. Four out of 10 color-set 
owners are single persons or married 
couples; only three out of 10 color 
families have children under 14 years. 


As to education and professional oc- 
cupations, twice as many color-set own- 
ers (percentage-wise) as panel mem- 
bers have college backgrounds, and 
while half the household heads in the 
color-set families are executives or own 
their own businesses, three out of five 
panel household heads are laborers, 
either skilled or unskilled. 


In his social life, the color-set owner 
is more of a “joiner” than his black- 
and-white-set counterpart. He belongs 
to more clubs, entertains or is enter- 
tained more frequently, attends more 
sporting events and is more likely to 
try new products when they come on 
the market. He was one of the first to 
buy a color set, and evidently likes to 
think of himself as a “pace-setter” for 





his friends and associates. 


Illustrating this point, the study 
shows the average color-set owner holds 
a lead over the average panel member 
in the number of conversations “held 
yesterday” with persons outside the 
household, 3.4 to 3.0. 

Of a selected list of 10 topics, the 
color-set owner discussed an average 
of 5.2. His panel counterpart discussed 
4.6. The topic discussed by the greatest 
number of both groups was “television 
programs.” “Color tv” was the sec- 
ondary topic among color-set owners, 
but showed a poor 10th among panel 
members. 

The forceful characteristics of color- 
set owners appeared when each group 
was asked if, as the result of any of 
the conversations, members believed 
they exerted influence on the persons 
with whom they talked. Seven out of 
10 color-set owners felt they had influ- 
enced someone else in at least one area 
of discussion, as opposed to four out 


Family Distribution by Income Groups 


YAP case set omens 65% 


Over $7,500 


ao PANEL MEMBERS 17% 
$10,001 and Up 
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Most color set owners are in higher 
income groups. Top bar of each com- 
parison is color set owners, lower bar 
indicates no color set (Panel Members). 


of 10 panel members. A high percent- 
age believed they had convinced others 
of the merits of color tv. 

Those owning color tv were among 
the first to buy black-and-white sets, 


(Continued on page 25) 
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Three years on the CBS Television Network— 
Now availab/e for the first time 
to local and regional sponsors! 


SERGEANT 
PRESTON 





ss 


“YUKON 


f Nine years of consecutive sponsorship on 


4 
| i 4 . radio and television by The Quaker Oats Co. 


fa INDEPENDENT 


TELEVISION CORPORATION 


488 Madison Avenues New York 22, N.Y. 








WSAZ-TV 


. the winner in every race! 


* \ \\\ \\ l V// Yi 
~ CHARLESTON ARB Share of Audience 


~ HUNTINGTON ARB Share of Audience 
Y AREA ARB Share of Audience 
v NCS *# 3 total counties 


v NCS * 3 daily circulation 


v NCS * 3 weekly circulation 


v ARB-—TOP 10-—In HUNTINGTON 
v ARB-—TOP 10—-In CHARLESTON 
v ARB METRO. PORTSMOUTH, OHIO 


v ARB METRO. PARKERSBURG, W. VA. 


v ARB Coincidental Nighttime NEWS 
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HUNTINGTON-CHARLESTOR. - VA. 


w.B.C. NHSTWORE 
Athhated with Radio Sta 
WSAZ. Huntington & WKAZ Cha tle 


LAWRENCE H. ROGERS, PRESIDENT 
C. TOM GARTEN, V.P. & Commercial Manager 


he details are more exciting than the America’s Cup Race Call your “KATZ” Man 
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Business barometer 


The drop in network billings in July was unusually large, the greatest for the month 
since Business Barometer reports were first compiled in 1953. 








The decline in network billings in July over those in June was 10.8 per cent, 
the report shows. 





In 1957 network billings were off 4.8 per cent in July, in 1956 4.5 per cent, 
in 1955 4.3 per cent and in 1954 3.6 per cent. 





Reason for the unusually severe drop for July may be traced to the business 
recession early in the year. This caused many of the advertisers using 
television on the network level to trim their budgets. Since this paring of 
funds come too late for the winter-spring season, it was first felt in the 
summer billings. 





The fact that the recession was easing by July did not help network July billings 
which had been committed earlier. Although Business Barometer reports for 
August have not yet been compiled, it seems certain that billings for that 
month will be stronger than average by comparison. 





Dollar figures compiled from TvB's LNA-BAR reports show total network billings in 
July of $41,059,274. 
This was an increase 
of 5.9 per cent over 
those a year earlier. 





NETWORK BUSINESS 


° ° ° July Aug. Sept. Oct. Nov. Dec. Jan Feb. Mar. Apr May dune July 
Division of the total among 


the networks for July 
gave ABC-TV $7 mil- 
lion, an increase of 
11.6 per cent; CBS-TV 
$18.2 million, a 
decline of 1.4 per 
cent, and NBC-TV 
$15.7, an increase of 
13.2 per cent. 





1957-58 










1956-57 





1955-56 


For the January-through-July 
period ABC-TV showed 
billings of $58.7 mil- 
lion, an increase of 
26.4. per cent; CBS-TV 
$142.3 million, up 
5.2 per cent, and NBC-TV $123.1 million, a gain of 14.3 per cent. 











Total network billings for seven months, January through July, came to $324.1 
million, up 12 per cent over the same period in 1957. 





Business Barometer reports are prepared from percentage figures sent in to Dun & 
Bradstreet by stations in all sizes of markets in every part of the country. 
Averages are compiled and furnished to the editors of TELEVISION AGE. 





The November 3rd issue of the magazine will carry the Business Barometer reports for 
spot and local billings for August. 
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A Good Strong Body Is Important... 


BUT IT’S BRAINS THAT REALLY COUNT 


 MGM-TV 


TV GOMMERGIALS 
SPECIALISTS 





i 
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Sure, we have the best in 
production facilities . . . 
the sets, sound stages and 
technical equipment. 


But ... that’s only the brawn. 
It’s the brains, the creativity, 
the television know-how 

that really counts. 


And we have a newly-formed, 
completely separate unit of 
experienced commercial 


MGM-TV Commercial and 
Industrial Representatives: 


. ° ge NEW YORK: 
open gma JU. 2-2000, Jack Bower, Phil Frank 
at your ce. CHICAGO: 


These men are attuned to 
the problems of advertiser 
and agency alike and 
devote their time totally 
to the development and 
production of commercial 
and industrial films. 


Pete Del Negro, ST. 2-3686 
SAN FRANCISCO: 
Bob McNear, PR. 5-1613 
LOS ANGELES: 

Bob Fierman, TE. 0-3311 
For information Write: 
Bill Gibbs, Director of Commercial 
and Industrial Films, MGM-TV, 
Culver City, Calif. 


They are ready and willing 
to give individual 
attention to your project, 
to work efficiently, 
realistically, and to the 





best advantage within — T TC mi ne 
your budget. Why Pau , A Service 
not give them a try? Of Loew's 


Incorporated 
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News 


(Continued from page 22A) 


according to the report, and are estab- 
lished video fans. Over half the color- 
set owners also have one or more black- 
and-white sets, while only 10 per cent 
of the panel members own more than 
one set. 

Better than 90 per cent of the color 
viewers enjoy their sets “very much,” 
according to the survey, and over 50 
per cent expressed the opinion that set 
performance was “better than ex- 
pected.” Three out of five are “very 
satisfied.” 

Subsequent ColorTown reports will 
cover various trends within the panel, 
as color becomes a more important part 
in the lives of members. While the ma- 


Eagerness 
to Try 


li il mm 


WANT TO TRY LIKE TO WAIT UNDECIDED 


New 
Products 


Difference in interest in new products 
shows color set owners at left in each 
bar comparison. 


jority now possesses only black-and- 
white sets, there definitely exists a large 
number of color-set owners who repre- 
sent a “quality” market for the alert 
advertiser’s products. These people have 
reached a stage in life where they are 
ready and able to buy new, exciting 
items with an infectious enthusiasm. 


Although Milwaukee has been hinted 
as the site of ColorTown, NBC-BBDO 
have not released the town’s location, 
noting only that the site was chosen on 
the basis of many factors, with the most 
important being those which would con- 
tribute to a higher-than-average rate of 
color tv development. Primary factors 
were the availability of color program- 
ming, high per capita income and a 
record of rapid monochrome ty pene- 
tration. 


Drug Firms Tops on Tv 


Among the top 50 advertisers of the 
country, those companies which are 
drug and 
spent 63 per cent of their advertising 
budgets in television, according to Ted 
Bergmann, president of Parkson Ad- 
vertising Agency. No other industry 
has ever spent that large a percentage 
in any single advertising medium. The 
soap industry hit 60 per cent in tv in 
1957, and the tobacco people the same 
figure in 1955. 

Speaking before the recent conven- 
tion of the National 
Retail Druggists, Mr. Bergmann tells 
why this is so. “Television,” he says, 


toiletries manufacturers 


Association of 


“is the closest thing to ‘in-person sell- 
ing’ man has yet conceived. In some 
ways it is even better because of the 
carefully created commercial, profes- 
sionally communicated with minimum 
distraction and maximum attraction.” 

Describing the dimensions of the 
television medium, Mr. Bergmann re- 
minded his audience that tv now has 
about 43 million homes—84 per cent 
of all homes. In 10 years these families 
have invested over $10 billion to enjoy 
television entertainment. They spend 
more time with tv than with radio, 
newspapers and magazines combined 
—‘more time with television than any 
other activity except working and 
sleeping.” 

“It is responsible for ‘a marketing 
revolution in the United States,” Mr. 
Bergmann believes. “From 1947 to 
1957 consumer sales in this country 
rose from $165 billion to $284 billion. 
During this same period, sales in in- 
dependent drug stores almost doubled, 
with only a five-per-cent increase in 
the number of stores. In short, we all 
enjoyed an era of the greatest pros- 
perity this country has ever known. 





MR. BERGMANN 





Is it just coincidence that during this 
same period swept the 
country and increased its coverage 
from less than 50,000 to 43 million 
homes? 


television 


“From all the success stories we 
of television 
advertising, we know it moves goods 

In 1955 Revlon increased its 
sales by $21 million with a $3-million 
tv investment. In 1956, for every dol- 
lar it spent in television, it increased 
sales by $17, finally reaching $95 
million in sales in 1957 with a tv 
expenditure of 


have seen as a result 


approximately $9 
million. 

“Geritol is one of the family of 
products of Pharmaceuticals, Inc. It 
became ‘America’s number-one tonic’ 
through tv, and the phenomenal 
growth of the company itself to the 
position of one of the top proprietary 
manufacturers can, in a large measure, 
be accounted to the use of the sight- 
and-sound medium. For the past five 
years Pharmaceuticals has been spend- 
ing 90 per cent of its total advertising 
money in television. Pharmaceuticals’ 
outlay for television advertising in 
1957 exceeded its total company sales 
in 1953, just four years earlier.” 

Pointing out that “that piece of 
furniture with the lighted tube is more 
than an electronic lantern show,” the 
advertising executive said, “It is the 
most effective, the most dramatic, the 
most exciting medium ever invented. 
It has the ability to change our way 
of life, standard of 
living and to support our economic 
structure.” 


to raise our 


Man’s World? 

“One extraordinary fact is almost 
invariably true of any committee in 
television. There are no women on 
it. The world of broadcasting is a 
world. And when think 
about it, that is as fantastic as if all 
football 


cause, at a most conservative guess, 


man’s you 


coaches were women. Be- 
75 per cent of all programming that 


is done in television is directed to 
women.” 

Speaking at a recent meeting of the 
American Women in Radio and Tele- 
Hendrick Booraem Jr.., 
president and director of tv and radio 


at Ogilvy, Benson & Mather, New 


vision, vice 


(Continued on page 78) 
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As much as the events of the day, adver- 
tisers’ products and services are news in 
the markets of America. Personal super- 
vision by representatives of the fast- 
working, hard-selling merchandising de- 
partments of Storer stations, working 
with 13 food chains (approximately 750 
supermarkets) and 4 drug chains (approx- 
imately 220 drug outlets), present this 
important news at the point of purchase. 


Storer town criers 


It is the vital function of the merchan- 
dising town crier to take advantage of 
the impact of a Storer broadcast and 
convert response into sales. 





The Storer Broadcasting Company has a 
special MERCHANDISING DIVISION 
created to serve advertisers on all Storer 
stations. For full details, write the New 
York National Sales Office of Storer 
Broadcasting. 








Wa 























es ie} Storer Broadcasting Company 


WSPD-TV WJW-TVY WJBK-TV WAGA-TV 





Toledo Cleveland Detroit Atlanta 
wspPpD wuw WwJBK wisG WWYVA WAGA woss 
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta Miami 


National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940 ¢ 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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What do these pictures 
have in common? 


> > a 





Warner Bros. Studio 
Burbank, California 






THIS MAN..... 


Jack L. Warner, 
President of Warner Bros. 
Pictures, Inc., and the proven 
experience of the production 
and technical manpower 

of this major company. 


‘| 


On October 23rd at 8:00 PM over NBC-TYV, in color and black-and-white, Warner Bros. and 
the Bell Telephone System bring you “GATEWAYS TO THE MIND,” The Story of the 
Human Senses, an hour-long presentation skillfully blending entertainment and education. 







“GATEWAYS TO THE MIND” 


A Bell System Science Series Program 


Warner: Bros. technical and creative leadership are available for the production of superior 
films for Industry, for Education, for Public Service and for Television Commercials. 


The same skills and talents so evident 
in the production of theatrical motion 
pictures and the Bell System Science 
Series can serve you now and in the 
future wherever your film needs are in- 
volved and for whatever purpose 
your films are intended. 


Warner Bros. Pictures, Inc., through its 


WARNER BROS. 


COMMERCIAL & 
INDUSTRIAL DIVISION 


JACK M. WARNER 
V. P. IN CHARGE 





IN NEW YORK IN LOS ANGELES 
CALL OR WRITE CALL OR WRITE 
Joseph D. Lamneck David H. DePatie 
Warner Bros. Warner Bros. 





. ; : ap —— ba er: 
Commercial & Industrial Films Divi- 666 6th Avenue 4000 Warner Blvd. 
sion, welcomes your inquiry on how its a ee 
creative skill can be applied to the pro- 
duction of your films. 
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Automatic drive 


Car manufacturers will again 


rely heavily on television 


to promote new model sales 


hatever the reason—recession, skyrocket- 

ing foreign-car popularity, consumer dis- 
affection with new styling, or any combination 
thereof—1958 has thus far definitely not been 
one of Detroit’s banner years. 

For the first time since 1954 U.S. car produc- 
tion slid below the three-million level for the 
initial six months of the year. Even more gloom- 
laden is the sales picture presented by the 1958 
models: new-car registrations for the past Janu- 
ary-through-June period stood at a six-year low. 

Automobile output for the first half of the 
current year totaled 2,242,039* cars, compared 
with 3,370,932 assemblies during the corre- 


sponding period of 1957—a drop of 33.5 per 
cent. Only four makes of American-manu- 
factured vehicles—Cadillac, Oldsmobile, Chevro- 
let and Rambler—racked up per-cent-of-industry 
production gains over a year ago. 

The °58 first-half figure—representing some 
two million cars less than the record-shattering 
4,256,850 units produced during the January- 
June stage of 1955—also was an 18.3 per-cent 
decline from the second half of last year, when 
the industry rolled 2,744,522 cars off the as- 
sembly lines. 

Registrations of new automobiles for the initial 
half of ’58 amounted to 2,368.359, as against 





. AA 


3,070,875 a year ago and 3,519,629 
in 1955, the all-time high. Not since 
1952, when the count was 2,139,875, 
has the first half total been lower 
than this year. 

The Big Three (General Motors, 
Ford Motor Co. and Chrysler Corp.) 
share of new-car sales from January 
through June fell to 88.9 per cent for 
a five-year low; since 1954 the GM- 
Ford-Chrysler combined share had 
been between 94 and 95 per cent. Even 
a strong improvement by General 
Motors over its °57 four-year low fell 
far short of offsetting heavy losses by 
Chrysler and Ford. 

Contributing to the Big Three set- 
back were large gains by American 
Motors Corp. and by foreign imports 
like Volkswagen, Renault, Hillman, 
English Ford and Fiat. Studebaker- 
Packard’s share represented only a 
modest change; the real inroads were 
made by the European makes, which 
accounted for 6.7 per cent of the 
market, compared with 1.4 per cent for 


* Production, percentage and sales figures 
from Automotive News. 


the previous year. Foreign-car regis- 
trations for January-June this year 
were almost double those of °57— 
159,367 to 83,244. 

Among the 500 largest U.S. in- 
dustrial corporations, General Motors 
ranked first in sales and in net profits 
last year, as it did in 1956—$10,989,- 
813,000 and $843,592,000. Ford 
placed third in sales both years, with 
$5,771,275,000 in °57, and eighth in net 
profits last year (ninth in °56), with 
$282,755,000. Chrysler, with $3,564.- 
983,000, was sixth in sales in 57, 
seventh the year before, and jumped 
from 112th position in net profits 
in °56 to 15th last year, with 
$119,952,000. 

In the same sales position that 
Chrysler occupied in 1956 was Ameri- 
can Motors last year, slipping from 
its "56 87th slot; its 1957 sales were 
$362,234,000, but it suffered a loss 
of $11,833,000. Studebaker-Packard, 
130th in °56, 201st last year, also took 
a loss of $11,135,000 on sales of 
$213,204,000. 

Although the Detroit auto manu- 


facturers had been relatively under- 
spent in network and spot television 
for several years prior to 1957— 
especially so in proportion to their 
newspaper and magazine advertising 
appropriations—that picture changed 
radically last season as the car makers 
rejoined the top spenders in network 
video and once again helped consider- 
ably to foster the concept of “big” 
programming. 

While package-goods tv advertisers 


depend heavily on slide-rule, cost-per- 


thousand techniques and are concerned 
principally with mass-audience pull at 
the lowest possible expenditure, the 
Detroit contingent is basically in- 
terested in programs that will create 
talk and generate excitement. Much 
as last year, the majority of network 
specials starring the topmost talent 
will be bankrolled by the auto 
builders. 

In 1957 the Chrysler Corp. spent 
$18,915,776 in network television, 
Ford Motor Co. expended $13,023,204, 
and General Motors was slightly under 
that with $12,733,437, for an over-all 


Commercials for Detroit’s gleaming products run the gamut from the fast-drawing shenanigans of western hombres . . . 








... to the steam-rolling tactics of Victor Borge 


Big Three total of $44,672,417. Tv 
spot expenditures for last year added 
up to a collective $6,462,860: Ford, 
$3,737,370; GM, $1,711,740, and 
Chrysler, $1,013,750. 

During the first six months of the 
current year Chrysler’s gross time 
costs for network tv were $9,167,674, 
General Motors’ were $7,486,259 and 
Ford’s $6,717,999. The aggregate of 
$23,371,932 represents $1,824,755 
more than the equivalent 1957 figure 
of $21,547,177. (These sums, it should 
be noted, are gross time charges only, 
and do not include talent and pro- 
duction costs. ) 

Gross spot outlay by the three major 
car companies from the beginning of 
this year through the end of June 
came to $2,298,660. Of this total, 
General Motors spent $990,930, Ford’s 


share was $988,850, and Chrysler con- 


tributed $318,880. (Again, these fig- 
ures do not take in production costs 
of announcements. ) 

As a corporate entity, General 
Motors—with total sales of 1,159,497 
cars for the first half of this year, as 


against 1,385,020 for the similar 1957 
period, and with total output of 
1,222,208 units for an 8.7-per-cent-of- 
industry gain over its °57 first-half 
production of 1,543,314—will be fol- 
lowing the concept of big program- 
ming to a considerably greater extent 
than its competitors during this tele- 
vision season. Of the five GM divi- 
sions, only Cadillac will shun tv- 
except for some spots at announcement 
time—which is traditional for this 
most expensive item in the General 
Motors line. 

Of the four other GM makes, Buick 
this season is placing greater emphasis 
on television than it has since its 
sponsorship of the Milton Berle and 
Jackie Gleason programs several years 
back, and this emphasis is a direct 
result of the division’s switch of 
agencies from Kudner to McCann- 
Erickson last year. So tv-minded has 
McCann’s advice to Buick been, in 
fact, that a major hassle involving 
the agency and Buick on the one hand 
and the Bureau of Advertising and the 
Newspaper Advertising Executives As- 


Two Fords: Tennessee Ernie and car 


sociation on the other has developed 
over the contents of a promotion and 
merchandising document distributed 
to Buick dealers recently. 

This document asserted, on the basis 
of Advertest Research figures, that 
tv excelled both newspapers and maga- 
zines in memorability and in building 
interest for Buick. The report stated 
that 59 per cent of Buick shoppers 
said tv advertising stood out most 
strongly in their minds, against 12 
per cent for newspapers and 29 per 
cent for magazines. Further, 54 per 
cent said video did the most to interest 
them in looking at a Buick, compared 
to 18 per cent for newspapers and 28 
per cent for magazines. 

Coupled with this information was 
a cost comparison by McCann-Erick- 
son which showed that a half-hour tv 
program reaches 1,000 adult “noters” 
for $4.28, while 1,000-line newspaper 
ads cost $10 per 1,000 noters and a 
four-color magazine page costs $5.11. 
Release of these research figures has 
unleashed a great deal of not-unex- 
pected opposition from publishers and 
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Mercury and a long-time CBS-TV Sunday associate 


Patti Page leads the Oldsmobile video parade 


their representatives, the Bureau of 
Advertising and the NAEA, with the 
latter organization urging all its mem- 
bers to contact Buick dealers in their 
respective areas and present their side 
of the picture. 

In addition to the specific communi- 
que that went out to dealers, reports of 
McCann’s recommendation to Buick, 
traditionally one of the heaviest users 
of print, to cut its newspaper ap- 
propriation in favor of a much 
stronger concentration on television 
are said to be causing apprehension 
among newspaper executives, who 
the Buick-McCann 


perhaps symptomatic of a changing 


view pattern as 


and, to them, serious situation in auto- 
With the Big 


Three car makers alone accounting for 


motive advertising. 


about 15 per cent of all national 
newspaper linage, the effect on the 
newspaper business of a general ac- 
ceptance of this pattern in automotive 
circles would obviously be tremendous. 

However the situation may eventu- 
ate, there is no question that Buick 
is completely in accord with the think- 
ing of its agency. “I believe,” Edward 
T. Ragsdale, general manager of the 
Buick division, told TELEVISION AGE, 
“that tv plays an important role in 
any well-balanced automotive adver- 
tising campaign. There is no doubt 
in my mind that it does help stimulate 
showroom traffic. This year, television 
will rank high as an advertising 
medium for Buick.” 

Specifically, Buick, in fifth place in 
the sales race for the first half of this 
year, with 141,534 vehicles sold for 
a 5.9-per-cent share of the total, com- 
pared with last year’s 218,014 and 
7.1-per-cent share, will continue for 
a second season its alternate-week 
sponsorship of Tales of Wells Fargo 
cn Monday 8 :30-9 
NBC-TV. 


Where the greatest part of its tv 


nights at over 


allocation will be spent, however, is 
in footing the bill for eight hour-long 
specials starring Bob Hope, also over 
NBC-TV. This series started with the 
introduction of the 59 Buick on Sept. 
19, and will continue at the rate of one 
‘how each month, except in December, 
throughout the full season. 

Also going in heavily for specials is 
GM’s Pontiac division, running sixth 
in the first-half sales sweepstakes— 





122,358 cars sold for 5.2 per cent of 
the market, as against 171,581 during 
the same °57 period. According to 
Henry G. Fownes, vice president and 
general manager of the New York 
ofice of MacManus, John & Adams, 
the agency for Pontiac and Cadillac, 
Pontiac will invest about $3.5 million 
for no less than eight tv specials over 
the new season, on both NBC-TV and 
CBS.-TV. 

The series got under way on Oct. 
15 with a 60-minute show starring 
Ginger Rogers, with a Victor Borge 
hour scheduled for Nov. 29, a Mary 
Martin special (postponed from Dec. 
12 to the spring), a Phil Silvers show 
on Jan. 23, an hour packaged by Perry 
Como’s production outfit on either Feb. 
27 or 28 and a program starring Como 
himself on March 24; the two remain- 
ing shows for which Pontiac is com- 
mitted are still unset as to personalities 
and dates. 

This major emphasis on specials is 
exactly the reverse of the stress fol- 
lowed by Pontiac last season, when the 
biggest part of its tv budget went into 
spot. TvB figures show that the divi- 
sion invested $946,620 in spot tv in 
1957, as compared with $544,780 the 
previous year. Its network expenditure 
last year was only $277,414, as against 
$1,957,849 in °56. The reason for the 
switch back to network this season, 
with only introductory spot used, was, 
says Mr. Fownes, because of the suc- 
cess Pontiac experienced with the two 
or three specials it did sponsor in °57. 

The Oldsmobile division of General 
Motors, with 168,083 new cars de- 
livered during January-June °58, as 
against 199,295 a year ago, for a 7.1- 
per-cent share of this year’s first-half 
registration total, is continuing to be 
the heavy user of network television 
this season that it has been for the 
past several years. 

Last season Olds sponsored the 
Patti Page-starred Big Record on alter- 
nate weeks over CBS-TV. For °58-'59 
it has moved the songstress over to 
ABC-TV for sole sponsorship of what 
is now called The Patti Page Show, 
aired every Wednesday evening from 
9:30-10. On Oct. 1, for the full hour 
starting at 9:30 p.m., the division 


offered a special starring Bing Crosby, 


and a second 60-minute show with 
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Pat Boone sings the praises of Chevrolet on ABC-TV for a second year 








Gumbinner agency, with $20 million billing, 


soft sells own success 





L. to r., chairman L. C. Gumbinner, creative director Mike Sasanoff, tv-radio director Paul Gumbinner okay budget 


Modesty on Madison 

















arly next year, the Lawrence C. 

Gumbinner Advertising Agency, 
Inc., will celebrate its 35th birthday. 
From all indications, the anniversary 
party will be a well-planned, carefully 
organized affair designed both to cele- 
brate the agency’s founding day and to 
offer enjoyment to the celebrants. It’s 
doubtful that there will be any fire- 
works or blaring bands, however. 

Where itself is concerned, the Gum- 
binner agency does not go in for tub- 
thumping. 

“We've been very lucky,” says vice 
president and tv-radio director Paul 
Gumbinner, seated on the edge of the 
huge glass-top desk in his eighth-floor 
Madison Avenue office. “We've been 
lucky to work with cooperative clients, 
and lucky in having the right people to 
please the clients in most instances. 
It’s something to be grateful about, 
and we are.” 

The agency’s modesty notwithstand- 
ing, luck alone did not build Gum- 
binner’s present billing to nearly $20 
million. Nor did luck alone give the 
company a number of accounts which 
many another agency might covet— 
accounts such as Tareyton cigarettes, 
Manischewitz wines and Rem cough 
syrup. And luck alone has not kept 
clients such as American Tobacco Co. 
in the shop for 32 years. 

The success of the agency in many 
media down through the years is a 
primary reason for its growth and 
durability. Couple sound advertising 
experience and ability with personnel 
who know how to deal with clients 
intelligently and good-naturedly, and 
you have the basis for an expanding 
company. 

Within the past six years, the Gum- 
binner agency has grown from a half- 
floor at 655 Madison Ave. to occupy 
two entire floors of the building. 
Video advertising has played an im- 
portant part in this growth, as ap- 
25 per cent of the 
agency's total billing is in television. 


proximately 


The percentage figure is not an ac- 
curate statistic in showing the extent 
of the Gumbinner preference for the 
visual medium, as it has several major 
Co., 


Heublein, Inc., among others—whose 


accounts — Browne Vintners 
liquors and similar products cannot 
be advertised on tv. 

Television is the latest of many 


which the 
Gumbinner agency has worked. After 
the L. S. Goldsmith agency closed its 
doors in 1922, account executive Law- 


forms of advertising in 


rence C. Gumbinner opened his own 
company year. The 
Goldsmith agency had primarily 
handled textile and apparel accounts, 
notably Palm Beach suits. Retaining 
the Palm Beach client, Mr. Gumbinner 
branched out into drugs and cosmetics, 
adding Norwich Pharmacal and Ciro 
perfumes to its list of accounts. In 
1926 American Tobacco assigned its 
Cremo cigars and Tuxedo tobacco to 
the agency. 

Added to the staff shortly after the 
company opened were Mr. Gumbin- 
ner’s former employer, L. S. Gold- 
smith, who acted as counsel until his 
death this year, and Milton Goodman, 
who came from the old Federal agency 
as a copy chief and is now president 
of the agency, with Mr. Gumbinner 
serving actively as chairman of the 


board. 


During the depression years the 


the following 


agency maintained its billing at a 
steady, relatively small ($3-5 million) 
figure. Immediately after the repeal 
of Prohibition in 1933 it added the 
Hevblein, Inc., account. In_ recent 
years the striking campaigns for this 
vodka (using 


celebrities in clever cloak-and-dagger 


companys Smirnoff 
and other such off-beat approaches— 
“When I order vodka, I expect Smirn- 
off”) have garnered industry plaudits 
and consumer attention that sells 
vodka. 


“We were an early user of radio,” 





Agency president Goodman 


notes Paul Gumbinner, “both in spot 
and network.” For Roi Tan cigars, 
the agency produced a series of 15- 
second spois featuring the voices of 
sports celebrities. The same product 
later sponsored the Joan Davis pro- 
gram. Other network buys included 
a Weber & Fields show for Webster 
cigars and The Fat Man, sponsored by 
Norwich Pharmacal for five years. 
“Back when the CBS network had a 
12-station line-up, we bought a pro- 
gram for Frostilla hand lotion,” says 
Mr. Gumbinner. 

One of the agency’s greatest success 
stories came after it acquired the 
Savarin coffee account about 1946. 
“We had the brand in the house for 
11 years,” Mr. Gumbinner reports. 
“In that time we brought it from an 
eighth-place position in the market 
to a second-place spot close behind 
Maxwell House.” 

Television was important in the 
Savarin surge, with early activity in- 
cluding live participations on a day- 
time NBC program with Ed Herlihy, 
a spot schedule and a late Saturday- 
night news-program buy. 

Mr. Gumbinner 


“Our 


schedule wasn’t based on quantity, but 


notes, spot 
on quality. By placing a few spots 
around top-rated programs, we man- 
aged to give the impression of a 
saturation campaign. One of the buys 
we made was a 10-second ID right 
Ed Sullivan 


this was in the days when Sullivan 


before the show—and 
was nowhere near the star he is now. 
We held on to that spot for eight 
years, and even though the Savarin 
account is no longer with us, they 
still use that spot. It’s probably one 
of the 
on tv.” 

Other 


binner agency for Savarin were its 


most important 10 seconds 


ideas created by the Gum- 
“coffee-er coffee” theme and the Sava- 


rin Saturday-Night News, a_ high- 
rated New York program. The agency's 
attitude toward Savarin’s continued 
use of these ideas, after the account 
left the shop, is one of cheerful resig- 
nation, devoid of bitterness or dismay. 
“We did our best for the company,” 
says Mr. Gumbinner with a shrug, 
“and we have concrete evidence that 
our job was good. These things hap- 
pen in the agency business.” 


Probably the agency’s first experi- 
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“Personality + story + impact + attention 


ence with tv took place around 1945 
when a series of filmed spots featuring 
Dennis James was made for Tro] hair 
tonic and placed in wrestling telecasts. 
“I did the writing, production and 
timebuying on the early tv commer- 
cials,” smiles Paul Gumbinner. “No- 
body in those days knew much about 
the medium; consequently, I knew as 
much as anyone.” He remembers that 
the first group of five films was shot 
in the producer’s apartment for a total 
cost of $750. 

Today, the video department of the 
Gumbinner agency numbers about 25 
persons out of a total personnel of 
125 employes. In addition to Paul 
Gunbinner, the mainstays of the de- 
partment are creative director Mike 
Sasanoff, producer Mort Kasman, art 
director Larry Harms, copy head 
Robert Goldsmith and four time- 
buyers: Gail Myers, Janet Murphy, 
Al Sessions and Anita Wasserman. 

“I guess you could say my require- 
ments for a good tv commercial are 
about the same as those for any form 
of good advertising,” says Mike Sasan- 
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good tv commercial” 


Storyboard revision unites Goldsmith, Kasman, Harms, Sasanoff 


off as he strokes his grey goatee. “It 
must be a good salesman, naturally, 
with a pleasing personality, a sensible 
story that makes a penetrating impact, 
and it must get attention in the first 
place.” 

As his own favorite example of 
successful commercials, Mr. Sasanoff 
indicated the series created for Manis- 
chewitz wine, Bourjois toiletries and 
the new Tareyton campaign. Although 
introduced several months ago on 
CBS-TV’s Bachelor Father, the ciga- 
rette commercials are just beginning 
to receive widespread attention in spot 
schedules placed for additional ex- 
posure. 

The Manischewitz films generally 
open with a group of people in a 
social gathering—a bridge party or 
similar get-together—into which the 
host or hostess refresh- 
ments, including Manischewitz wine. 
After comments by the guests and a 
“sales points” lesson from the host, 
the wine bottle is shown in close-up or 
in an optical effect. 


introduces 


“T think such a film combines a 


number of good points,” says Mr. 
Sasanoff. “It has an enticing story 
with a soap-opera theme (which has 
been proved successful on tv), and we 
create a warm situation that introduces 
the product naturally. To close, we 
use a clever optical such as a bunch 
of grapes spinning and turning into 
wine. All in all, we capture interest, 
tell a little story and get good product 
identification in a steady flow.” 

The artistic and creative talents of 
the dynamic Mr. Sasanoff are evident 
in a glance around his office. His walls 
and bookcases are covered with 
sketches and paintings in vibrant pas- 
tels, watercolors and charcoal. 

Although he has been with the 
Gumbinner agency just about a year, 
Mr. Sasanoff has considerable experi- 
ence both in film-making and agency 
work. 

After studying art at the National 
Academy of Design, he joined the Max 
Fleischer organization in Hollywood 
where he worked on the full-length 
cartoon feature, Gulliver's Travels. 
He next went to Warner Bros. as an 




















Producer Kasman checks movieola-run spot 


art director, working on Bugs Bunny 
and creating the character of Tweetie 
Pie, the little canary who “taught 
I taw a putty tat.” 

After producing the artwork for 
the original Mad Man Muntz cam- 
paigns, Mr. Sasanoff joined the Biow 
agency as creative head of the tv-radio 
department. During his 12 years at 
the agency, he developed the Schenley 
rooster and worked on the Procter & 
Gamble and Philip Morris accounts, 
among others. When the Biow agency 
closed, he spent brief periods at Tat- 
ham-Laird and N. W. Ayer & Son 
before joining the Gumbinner or- 
ganization. 

In 1948, Mr. Sasanoff left Biow for 
a year to set up the Sarra tv-com- 
mercial production studio with Valen- 
tino Sarra, one of the first commercial 
photographers to produce tv films. 
Here, Mr. Sasanoff worked on the 
original “marching cigarette” spots 
for Lucky Strike, Ballantine’s “3- 
Ring” films and other pioneer ads for 
the young industry. 


Another Biow-bred Gumbinner em- 
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ploye is copy head Bob Goldsmith, 
who notes that probably the most 
memorable copy theme he produced 
at the former agency was. “push-pull, 
click-click, change blades that quick” 
for Schick injector razors. 

“Right now,” he says, “I think the 


Tareyton story is one of our best jobs. 


‘The Tareyton ring marks the real 
thing’ has both a visual concept and a 
strong story, both of which are im- 
portant to successful tv and print 
advertising.” 

Mr. Goldsmith notes that the dual- 
filter campaign was not something 
rushed quickly into the field to capital- 
ize on the filter trend. “American 
Tobacco worked for the past two years 
to develop the production machinery 
to turn out the cigarette,” he says, 
“and. we’ve worked on the ad ideas 
since the first of the year.” 

In spite of the fact that video uses 
both pictures and words to tell a story, 
Mr. Goldsmith believes it’s more diff- 
cult to condense the story on tv than 
on radio. “Your pictures must follow 
one another in proper continuity,” he 





— 


P. Gumbinner, buyer Jonne Murphy await Gail Myers’ figures 


states, “with the words following 


along. This makes idea transitions 
dificult. Revising a tv commercial is 
also a problem: you can’t insert a 
new idea in the middle of a film 
without re-doing the entire thing.” 

“Pictures definitely come first in 
tv,” agrees art director Larry Harms. 
“For instance, we're working on spots 
now for an improved Rem cough 
syrup. We wanted to show how it 
works on a central point in the body 
that controls coughing. This central 
point had to be illustrated before any 
copy could be written or a storyboard 
laid out, as it’s the ‘heart’ of the 
entire commercial.” 

Mr. Harms attends most shooting 
sessions of Gumbinner-produced com- 
mercials. “It’s always a problem get- 
ting the right setting,” he says. “They 
must be economical and composition- 
ally correct as well.” 

Paul Gumbinner explains the 
agency's ideas on _ film-production 
companies: “We have found we get 
better results by being important to 

(Continued on page 77) 
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he Indians in two-tone paint gal- 
loping around the beleaguered 
cowboys and cavalrymen were genuine 
Sioux, all right, but the wide-eyed cus- 
tomers watching fascinated were Bel- 
gian and French and Russian, for the 
site of the “massacre” (specially im- 
ported from the United States) was the 
Brussels World’s Fair. 

The man in black thundering along 
on a white horse is Hopalong Cassidy, 
sure enough, but when he tells the posse, 
“They went thattaway,” it comes out 
“Yatsura atchi e itta,” because this is 
Hoppy on Japanese tv. 

These are just two of the curious 
manifestations of the phenomenally 
growing interest in the American west- 
ern which has seen this form of enter- 


38 October 20, 1958, Television Age 


World-wide 


western 


es 
— wF 





T he indestructible Lone Ranger, along with T onto and Silver, shares perennial popularity with 


tainment not only crowd bookshelves, 
theatres and television channels in this 
country, but is now sweeping around 
the globe. “The American television 
western,” columnist John Crosby re- 
ports, “now spans the earth from Bang- 
kok to Caracas.” 

Today, despite the advent of the jet, 
the missile and the space satellite, the 
western in all forms is flourishing as 
never before. Not only has the cowboy 
survived fusillades of clichés over the 
years, but he has developed in his en- 
vironment of paperback novels and tele- 
vision films into a hero symbol surpass- 
ing the knight in armor. 

The impact of the west on all forms 
of entertainment grows apace. The 
racks of drugstores and supermarkets, 








as well as bookstores, bulge with west- 
erns of every description, from the 
comic book to the dime novel to fine 
serious novels. Movie theatres now pre- 
sent multi-million-dollar epics on 
screens wider than all outdoors, with 
sound effects louder than a Blackfoot 
powwow. But it’s on television, both 
here and abroad, that the once-humble 
cowpoke has truly come into his own. 

Last season more than 30 filmed west- 
erns, costing millions of dollars, were 
seen on U. S. tv networks, with dozens 
of others shown on independent sta- 
tions. The reason for the boom in west- 
erns can be seen in television ratings. 
A cross-section of all four major rating 
systems usually shows that at least half 
of the 10 most popular programs are 
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. . . the ubiquitous Hopalong (Bill Boyd) Cassidy . . . 
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Sagas of the cowboy and the 


six-gun are becoming one of nation’s 


best-known art forms 


BY JOHN REDDY 


westerns, with CBS-TV’s Gunsmoke 
generally perched atop all shows in 
audience appeal. Even in Alaska, where 
the citizens are still on a real “last fron- 
they seem equally engrossed in 
the deeds of derring-do by the celluloid 
cowboys. 

And the tv western is equally popular 
abroad. On booming Japanese tele- 
vision, with more than a million-and-a- 
half sets, such westerns as Frontier, 
Hopalong Cassidy and Brave Eagle are 
prime favorites. The ubiquitous Hoppy 
is also tremendously popular in France, 
Germany and Australia, and his pro- 


tier,” 


gram was carried on both networks in 
England. Gene Autry is a favorite in 
Japan and Sweden. Westerns are popu- 
lar even in Russia, according to Bob 


Hope, a visitor there last spring. The 
only difference there, the comedian 
says, is that the Russians root for the 
Indians. 

“The western hero is the only Ameri- 
can folk figure who has stood the test 
of time,” tv producer Ted Rogers 
claims. “He has lasted 100 years and 
is still growing in the popular imagi- 
nation.” Producer Rogers thinks that 
the tremendeus success of the western 
is due to its appeal not just to young- 
sters and men, but to women. “Women 


like westerns because the cowboy is 
masculine, virile, decisive, possessive. 
If he doesn’t like his job or his town, 
he just climbs on his horse and rides 
into the sunset. But if a woman’s hus- 
band doesn’t like his boss, he just goes 
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around grumbling and getting ulcers.” 

Whatever the source of its appeal, 
the western has become one of our big- 
gest exports, with a lively impact, for 
better or for worse, on the world. J. 
Edgar Hoover has hailed The Lone 
Ranger as “one of the greatest forces 
for juvenile good in the country.” Presi- 
dent Syngman Rhee of Korea, on the 
other hand, has complained that movie 
and tv westerns endanger U. S. rela- 
tions with Asia. Films showing Ameri- 
can Indians being killed by white men 
can create the impression that the 
United States is a colonial-type power, 
he says. 

The western got its start in literary 
form with the early settlement of the 
west about the time of the California 
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gold rush of 1849. It began with the 
stories of good writers like Bret Harte 
and Mark Twain, who were on the 
scene; and it spread with amazing 
rapidity through dime novels by other 
authors, most of whom never got west 
of Jersey City, but who made up in 
imagination what they lacked in travel. 

The acknowledged daddy of western 
novels is The Virginian, written in 
1902 by Owen Wister, a cultivated, Har- 
vard-educated Philadelphian who had 
studied to be a pianist in Paris. Wister 
was working in a Boston bank when his 
health broke down, and, at the sug- 
gestion of another popular western writ- 
er, his college friend Theodore Roose- 
velt, he went west. Friends persuaded 
him to write an account of his experi- 
ences, and the result was The Vir- 
ginian, which is still going strong more 
than a half-century later. The novel, 
which contained the famous line, 
“When you call me that, smile,” became 
an instant best-seller and rates among 
the 10 top-selling novels of this century. 
The story has also been done as a play, 
and the movies have made four differ- 
ent versions of it. 

The leading exponent of the western 
dime novel was E. Z. C. Judson, a runty, 
bumptious rascal who hailed from New 





Brave Eagle makes his point, even in Japan. 


York State and wrote under the pen 
name of Ned Buntline. After an adven- 
turesome youth. which included attend- 
ing a lynching as the guest of honor, 
Buntline took to writing adventure 
yarns and delivering temperance lec- 
tures. 

In 1869 he went west seeking ma- 
terial and struck a bonanza in a hand- 
some scout reamed William Cody. Cody, 
a garrulous sort, began regaling Bunt- 
line with tales of his western adventures 
and soon turned up as Buffalo Bill, the 
hero in dime novels. The Buffalo Bill 
stories were an immediate hit, and the 
fact that they bore no special relation 
to reality seemed to bother neither 
Cody, their author nor the avid read- 
ers. The first Buffalo Bill dime novel 
appeared in 1869 and the last in 1933. 
In between, 1,700 of them were ground 
out by a procession of writers, includ- 
ing one Prentiss Ingraham, a press 
agent for Cody, who alone wrote more 
than 200. 

Buntline next decided to capitalize 
on the fame of his Buffalo Bill stories 
by writing a play which would star 
both him aad Cody. The drama, The 
Scouts of the Plains, opened in Chi- 
cago, in December 1872, with the sup- 
posedly fearless Buffalo Bill numbed 








with stage fright. “On the whole,” the 
Chicago Times wrote, “it is not prob- 
able that Chicago will ever look upon 
the like again. Such a combination of 
incongruous drama, execrable acting, 
blood and thunder is not likely to be 
vouchsafed to a city for a second time 
—even Chicago.” 

Undaunted by this critical rebuff, the 
two comrades continued east. They 
kept on emoting, amid the hoots of the 
critics, and their western drama be- 
came, literally, a howling success. They 
imported other genuine western figures, 
including Wild Bill Hickok, and their 
drama set the stage for the outdoor 
Wild West Show in which Buffalo Bill 
was to gallop to glory. 

Actually, Wild Bill had staged the 
first Wild West Show, of sorts, even 
before Buffalc Bill and Buntline took 
to the boards. In 1870, six years before 
Custer’s Massacre, Hickok rounded up 
a half-dozen recalcitrant buffalos, some 
suspicious Comanches and a few cow- 
boys and opened in a vacant lot at 
Niagara Falls, N. Y. 

The opus was billed as The Daring 
Buffalo Chase, but the un-cooperative 
buffalo refused to get up more than a 
slow lope, and the only action of the 
day was the speed with which the crowd 


Frontier's frontiers are world-wide. 








broke up when Wild Bill passed the hat. 
“Wild Bill went back to Hays City, 
Kan., and ‘ired out to clean up the out- 
laws,” Homer Croy reports. “It was a 
snap, compared to show biz.” 

After this abortive start, the Wild 
West Show got its first real momentum 
a few years later with Buffalo Bill, 
Pawnee Bill, the 101 Ranch and others. 
These shows linked the era between 
the passing of the authentic “old west” 
and its appeerance, larger than life, in 
the silent movies. 

The movie western had its humble 
beginning ‘n 1903 with the making of 
The Great Train Robbery outside 
Dover, N. J. The cast included an ob- 
scure actor named Gilbert Anderson, 
who played five different roles but was 
not allowed to ride a horse in the pic- 
ture after director Edwin Porter 
spotted him trying to mount from the 
wrong side. The Great Train Robbery 
was a whopping success and, despite 
literally getting off on the wrong foot, 
Anderson became the first western 
movie star as “Bronco Billy” Anderson. 
He starred in 359 films in as many 
weeks—a feat to make even today’s as- 
sembly-line western producers blanch. 
The pictures, although flickering one- 


(Continued on page 75) 





James Arness shoots high in the top-rated Gunsmoke. 
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Pre-fab hous 


Tv proves ideal for 
demonstrating advantages 
of new principle 


in building 


he booming pre-fab and redi-built 

housing industry is another in the 
growing group which is finding in tele- 
vision the ideal medium for selling its 
product. 

Born after the war when housing was 
one of the nation’s most pressing prob- 
lems, and boosted by the increasing 
numbers of do-it-yourselfers every- 
where, pre-cut building suppliers have 
seen their business grow until a major 
portion of all smaller residential build- 
ing falls into its pattern. 

Professional builders, as well as lay- 
men doing their own work, have been 
quick to see the advantages of mill- 
prepared units which lower the costs, 
speed the building and often improve 
the product. One of the principal rea- 
sons for this quick acceptance is tele- 
vision, where advantages can be demon- 
strated easily yet so forcefully that all 
can grasp their significance. 

Typical of the success of this type 
of supplier on television is that of the 








Gilbilt Lumber Co., of Burlington, 
Mass. The 
wooden garages, summer cottages and 
full-size homes. Long a believer in hard- 
hitting advertising, the company has 
spent almost its entire budget in news- 
papers throughout its six-year history. 

Last spring Ernie Golden, sales ex- 
ecutive with WBz-Tv Boston, ap- 
proached Leonard Gilman, president of 
Gilbilt, with the proposal that the com- 
pany try television. He suggested that 
the company buy Daily Almanac, a 15- 
minute weather and news program 
scheduled between 6:45 and 7 a.m. 

Mr. Gilman was skeptical, but head- 
ing a firm made up of young executives 


company  pre-fabricates 


(the average age is 29 years) , he prided 
himself on the company’s willingness 
to try new ideas and finally to give the 
schedule a trial. A run of five shows 
was planned. The format provided time 
for a two-minute middle commercial 
and a one-minute closing commercial. 

At Mr. Golden’s suggestion a two- 




















minute film was made showing the 
speed and ease of assembly and the 
various construction advantages of- 
fered by the Gilbilt line of garages. At 
the close of the show a one-minute live 
sales talk was given. No hard-sell or 
fast-pitch tactics were used, the final 
commercial being a relaxed but ex- 
plicit explanation of financing, ad- 
vantages of ownership and explanation 
of how to get additional information 
on the product. 

Since Gilbilt had been one of the 
leading New England newspaper adver- 
tisers of pre-cut buildings, and most of 
their business had come as a direct 
result of this advertising, it is not sur- 
prising that Mr. Gilman was doubtful 
of results. 

But he didn’t have long to wait. The 
first five presentations produced 75 in- 
quiries. Some of these were outside of 
the WBZ-TV coverage area, a fact which 
proved again that television’s impact 
provides additional word-of-mouth ad- 








vertising to prospects who did not ac- 
tually see the program. Following up on 
the inquiries, Gilbilt salesmen found 
that many of the prospects were pre- 
sold by television and had no difficulty 
in signing 32 contracts out of the 
original 75 leads. Succeeding shows 
brought additional business. 

“The prestige that Gilbilt gained by 
television advertising,” says Mr. Gil- 
man, “the fact that the general viewing 
public had the opportunity to see the 
speed and simplicity of assembly, as 
well as the structural soundness of our 
pre-fabs, completely pre-sold almost one 
of every two viewers who wrote in for 
our literature. And our dollar cost per 
lead from television is almost one-third 
lower than with any other medium.” 

This fall Gilbilt has doubled its tele- 
vision budget, convinced that the 
medium has many advantages in meet- 
ing its particular promotion problems. 

Another type of promotion which has 
been successful for a more expensive 





product is that which is sponsored each 
year by woop-tv Grand Rapids called 
“The House that woop-Tv Built.” 

In 1958 the promotion is jointly 
sponsored by the station and Rycenga 
Manufactured Homes Co., of Grand 
Haven, Mich. Also helping to sponsor 
the series of telecasts are Jones Nursery, 
Holwerda-Huizenga Plumbing Co., 
Michigan Consolidated Gas Co., Vrede- 
vooged Furniture Co. and Ray Israel’s 
Interior Decorating. 

Six homes were built this year in as 
many cities—Grand Rapids, Grand 
Haven, Mount Pleasant, Alma, Battle 
Creek and Grand Ledge—within the 
station coverage area. The promotion 
started in June and concluded in Sep- 
tember. Each weekday throughout the 
campaign the station’s women’s direc- 
tor, Carol Duvall, presented a five- 
minute program featuring films and 
still pictures of the houses, conversa- 
tions with the realtors and explana- 
tions by the contractors, as well as clips 
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of activities by the other sponsors. In 
addition, there were many programs 
telecast from the actual homes them- 
selves. 

Rycenga homes are called “manu- 
factured” homes rather than redi-built, 
but the principal is quite similar. Major 
parts—the interior and exterior walls, 
roof braces and supports, subfloor, etc. 
—are all pre-cut and assembled at the 
mill. Plastering, shingling and comple- 
tion of the exterior are done in the 
conventional manner after the various 
sections are erected. 

All six of the woop-tv 1958 homes 
are Rycenga’s “Hollybrook” model and 
retail from $27,000 to $30,000. Carroll 
Bos, Rycenga’s sales manager, reports 
he is “delighted” with the results of 
the tv series. The subcontractors and 
co-sponsors of the telecasts have also 
expressed enthusiasm with results. Each 
of these subcontractors has been with 
the woop-Tv home promotions for the 

(Continued on page 75) 


a series of product group success stories 40 











Winners usejtv 


Candidates discovering that heavy video users seldom lose at the polls 


t took the Model T Ford nearly two 

decades to render the horse obso- 
lete; the Uneeda biscuit in the air- 
tight package replaced the cracker 
barrel in the neighborhood store, but 
the process also took considerable 
time. 

Now, in the space of a few years, 
television appears to have outmoded 


American institution: the 


another 
bunting-and-fireworks, 
whiskey, sun-drenched-platform spec- 


lemonade-and- 





Mr. Edmondson (r.), successful in Oklahoma 
gubernatorial primary and KTUL-TV manager 
J. Howard Edmonson. 


tacle of opulent oratory known as the 
political rally. 

Television’s prowess in covering a 
major political convention and cam- 
paign was amply demonstrated just 
two years ago. Already, the networks 
are preparing the groundwork for the 
1960 election battle. A rotating pro- 
gram of coverage which would offer 
the American viewer his political 
bread and entertainment cake too has 
been proposed. The ramifications of 
tape-recording political highlights for 
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playback at selected, perhaps less 
choice times are being discussed. And 
between the present moment and the 
time the gavels bang in August 1960 
to open the conventions, many such 
ideas will be voiced. 

While the country waits for the 
being 
treated to an ever-increasing number 
of local campaigns waged largely on 


main event, however, it is 


the video medium. This year’s No- 
vember elections will find many can- 
didates reaching or retaining office on 
the strength of a sound tv campaign. 

One of the most exciting current 
“success stories” is that of J. Howard 
Edmondson, Democratic candidate for 
governor of Oklahoma. 

In a brochure prepared by the Tele- 
vision Bureau of Advertising, Mr. 
Edmondson is quoted as_ saying, 
“When I began my race for governor, 
we were limited in funds. We had to 
pick the medium that would serve us 
best and be most effective for the dol- 
lars we had to spend. We went to 
television as the principal and basic 
medium because with it we could 
reach more people, and we could 
reach them in their homes where we 
could talk with the family collec- 
tively.” 

Until he made the announcement 
that he would run for Oklahoma’s 
highest political office, Mr. Edmond- 
son was virtually unknown to the vot- 
ers. He had been Tulsa County’s dis- 
trict attorney, but seldom appeared in 
the limelight. The political experts 
ignored him as a serious candidate, 
stating his youth (age 32) and lack of 
following were insurmountable obsta- 
cles. 

Mr. Edmondson knew he had to get 
his story to the voters quickly and 
dramatically, as well as economically. 
Under the guidance of the Peter De- 
Felice Advertising Agency of Tulsa, 


60 per cent of his campaign funds 
into tv. Mr. DeFelice, whose 
agency is a heavy user of video for 


went 


its business clients in the Tulsa area, 
placed simultaneous telecasts on all 
Oklahoma stations for his client. 

A series of 15- and 30-minute ques- 
tion-and-answer programs was used by 
the candidate, along with appearances 
on news and interview programs. 
Three stations in nearby Texas and 
Arkansas were used in addition to all 


nine Oklahoma stations. 


W. P. Atkinson, the 


favorite among 10 opposition candi- 


Meanwhile, 


dates for the nomination, was confin- 
ing his campaign to the media used by 
successful politicians of the past. The 
builder from Midwest City actually 
made his first tv appearance just a 
few weeks before the election and, in 
his own words, “I was practically 
speechless.” 

When the results of the primary 


were in, the “unknown” Edmondson 


(Continued on page 62) 





New Britain’s new mayor Joseph F. 


Morelli. 











Overnight to the client’s 

emergency conference . .. one 

night to schedule the best media 

for “shock treatment” in a sick 

market ... working it out in a Pullman 
room cluttered with sad-sounding 

sales reports ... finding their answers 

in their up-to-date, portable “media files” 
... their copies of SRDS... 


and if you have a Service-Ad in SRDS 


_. you are there 


selling by helping people buy 


Note: Ask your SRDS service salesman to show you the surveys that 
report the frequency of use of SRDS by advertisers and agency men. 


N. Y. C.—Murray Hill 9-6620 


CHI.—Hollycourt 5-2400 « L. A.—Dunkirk 2-8576 


SROS 
Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 
Set owe Walter E. Botthof, Publisher 


1740 Ridge Avenue, Evanston, Ill. Davis 8-5600 
Sales Offices—Evanston, New York, Los Angeles 
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Film Report 





SYNDICATION BOOST 

Screen Gems, which can be consid- 
ered one of the top independent pro- 
ducers of network shows this season, 
has placed a new emphasis on syndica- 
tion. The company has expanded its 
Hollywood production organization 
with a special unit whose only re- 
sponsibility will be the creation of at 
least three new programs per year 
for first-run syndication. 

The move has been interpreted as a 
culmination of a lot of hard thinking 
at the Columbia subsidiary. Although 
many off-the-network half-hours and 
several packages of feature films have 
been offered on the market-by-market 
route, few new first-run programs ever 
went that way. Rescue 8 can be con- 
sidered Screen Gems’ first program 
produced specifically for syndication, 
and it is the success of this show which 
encouraged further production for 
syndication. 

Screen Gems executives feel that a 
program offered for network sale and 
rejected becomes a little shopworn, 
and therefore difficult to sell in syn- 
dication. They also feel that a suc- 
cessful show in syndication has to 
have special qualities: it must be ex- 
ploitable, and of the fast-action type. 

Tom Gries, producer-director-writer, 


has been appointed director of syndi- 
cated-program production within the 
newly created unit. Wallace Mac- 
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MACDONALD 


GRIES 


Donald, Columbia Pictures producer, 
has been named to the post of director 
of syndicated-program development. 
They will report to Harry Ackerman, 
. Vice president in charge of production. 

First project will be a new series 
titled Stakeout, which will be pro- 
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duced for Screen Gems by Sam Katz- 
man, and scheduled for a January 
start. Messrs. Gries and MacDonald 
are charged with developing Screen 
Gems’ properties as well as those 
created by independent producers. 

Perhaps further to emphasize the 
importance of syndication, Robert 
Seidelman, the company’s syndication 
sales manager, has been appointed di- 
rector of syndicated sales. 


SALES STAFF MERGER 


Within a matter of five days from 
the actual merger of Independent 
Television Corp. and Television Pro- 
grams of America, the sales staffs of 
both companies were fully integrated 
into one unified organization. Accord- 
ing to Walter Kingsley, president, the 


present staff, which now totals more 
than 40 sales executives, will be ex- 
panded within a matter of months and 
will number at least 80. 

Executive responsibilities within the 
sales organization are as follows: 

Hal James, formerly radio-tv head 
of Ellington & Co., is director of na- 
tional sales. Charles W. Goit of the 
TPA staff, now 


surgery, is scheduled to work closely 


recuperating from 


with Mr. James upon his return. 
William Dubois is general manager, 
syndicated sales, a position he held 
at ITC. Hardie Frieberg, eastern sales 
head of TPA, has been promoted as- 
sistant general manager, syndicated 
sales. Walt Plant, western sales head 
of TPA, is eastern division manager. 
Art Spirt retains his post as central 





FILM SUCCESS ..........0.... 


ne of the obvious virtues of syn- 

dicated film (allowing an adver- 
tiser to pick his markets and concen- 
trate on his weak sales areas) proved 
to be more than just a virtue to one 
sponsor recently. Ballard Flour Co., 
which used Flamingo Telefilm Sales’ 
Stars of the Grand Ole Opry for three 
years in the southeast, was able to re- 
late its product to the program, and 
the program to the market area. 

The advertiser also found the Fla- 
mingo series (consisting of 91 half- 
hours) highly merchandisable, and 
was therefore able further to exploit it. 
Ballard used the series in at least 31 
markets over a three-year period, with 
tremendous audience response. 

In a letter to Ira Gottleib, executive 
vice president of Flamingo, Arthur H. 
Lund, vice president, director of radio- 
tv for Campbell-Mithun, Inc., agency 
for the sponsor, had the following 
words of praise for the series: 

“As you know, our client, Ballard 
Flour, has used Stars of the Grand Ole 
Opry show for a three-year period in 
the southeastern part of the United 
States. While I am not permitted to re- 
veal actual figures, I can tell you that 
consumer sales impact of this show was 
very marked and produced a consider- 
able increase in Ballard Flour tonnage. 

“Also, we found the program highly 
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merchandisable with the grocery trade 
in this part of the country, which of 
course is predisposed to look favorably 
on Stars of the Grand Ole Opry with 
its great regional popularity.” 


Recent ratings show that the pro- 
gram holds up in a variety of time 
slots. 

The series, best described as a coun- 
try-music show, features almost all key 
personalities in that field. These in- 
clude Ernest Tubb, Carl Smith, Saron 
Young and Little Jimmy Dickens. It 
was produced by Al Gannaway. Stars 
of the Grand Ole Opry is available in 
color, and Flamingo will promote this 
heavily in the next few months. 
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to Skyrocketing Sales 
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SKYLINE 


ONE Contact ONE Buy ONE Billing 


Check these facts and figures 








The Skyline Group will make your advertising 
dollars work in these six interconnected markets 














Skyline is the direct route to reach 
161,390* homes in these markets 




















*Source: NCS 3 TV homes in area 





Here is why the 
Skyline Group is a basic buy 
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CLASS B—3.59 pm to 5:59 pm and 10:31 pm to sign-off Monday thru Saturday & 11:59 am to 3:59 pm and 10:31 pm to sign-off 












Skyline Rate Card “1 


CLASS AA—6:58 pm te 10:01 pm Monday thru Sunday 
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1S MIN. 390.00 370.50 351.00 
10 Min. 342.50 325.50 308.25 
S MIM. 295.00 280.25 265.50 
1 MIN. 220.00 209.00 198.25 
20 SECOND 184.00 174.75 165.50 
8 SECOND ia 92.00 87.25 82.75 
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$26.75 
314.25 
210.75 
184.50 
158.75 
117.75 

99.25 
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CLASS C — 11:59 am to 3:59 pm Monday thru Saturday and sign-on to 11:59 am Sunday 








1 BOUR . 
30 MIN. t 222.00 210.75 198.75 186.50 
15 MIN. 156.00 147.75 140.25 132.75 124.75 
10 MIN. 137.00 129.75 123.25 116.25 109.75 
5S MIN. 118.00 111.75 106.25 99.75 94.75 
1 MIN. $8.25 83.75 78.75 75.00 70.25 
20 SECOND 73.50 70.00 66.25 62.25 59.00 
8 SECOND iD 36.75 34.75 32.75 30.25 28.25 
CLASS D—Sign-on to 11:59 am Monday thra Saturday 
1 HOUR 243.50 231.50 219.25 207.90 195.00 
30 MIN. 146.25 138.75 131.25 124.50 117.00 
15 MIM. 97.50 92.50 87.75 82.50 78.00 
10 MIN. 85.75 81.00 77.00 72.50 68.50 
5S MIN. 73.75 70.00 66.56 60.50 59.00 
1 MIN. 55.00 $2.50 49.25 46.50 43.75 
20 SECOND 1D 46.00 44.00 41.50 39.00 36.50 
8 SECOND 1D 23.00 21.78 20.50 19.25 18.00 
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Pacific Northwest—Art Moore and Associates 
C.N. (Rosy) Layne, Gen. Migr. 


Phone: JACKSON 3-4567 
idaho Falls, idaho 
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division manager and has also been 
named manager of the Chicago office. 

Western division manager is Wil- 
liam Andrews, who had been named 
to that position prior to ITC’s acquisi- 
tion of TPA. Russ Clancy, formerly 
TPA’s co-director of national sales, 
has been promoted to manager of 
New York City sales, syndicated divi- 
sion. Kurt Blumberg, formerly in TPA 
sales administration, has been pro- 
moted manager, sales administration, 
for all sales departments. 

Manny Reiner, formerly head of 
TPA’s foreign sales, continues in that 
post with ITC-TPA, which will have 
a combined foreign sales staff totaling 
25 in all overseas areas which have 
commercial service. 

Alvin E. Unger, formerly with Ziv, 
has joined ITC-TPA in a general sales 
executive capacity. Mr. Unger was vice 
president in charge of Ziv’s Chicago 
office. 


SALES ... 


Economee Tv, a division of Ziv, 
reports a 27-per-cent jump in sales 
volume for August and September over 
the same period last year. The com- 
pany is now handling re-runs of Ziv’s 
two service shows, Men of Annapolis 
and West Point, it was also announced. 
The increased sales activity, according 
to Pierre Weis, general manager, “re- 
flects an upward trend in the use of 
high-power, star-name shows for top- 
notch slots as well as for daytime 
stripping.” Buying was heaviest on 
| Led Three Lives, Dr. Christian, 
Science Fiction Theater, Mr. District 
Attorney and Boston Blackie, as well 
as the service series . . . G. Heileman 
Brewing has renewed Ziv’s Sea Hunt 
in five midwestern markets—Chicago, 
La Crosse, Madison, Wassau and 
Green Bay. It’s understood that Heil- 
man is considering additional markets 
for the series, which starts its second 
year in December. 

CBS Films’ new comedy series, 
Colonel Flack, has been sold in over 
80 markets. Recent regional sales in- 
clude Old Heidelberg Beer for nine 
northwestern markets and Pacific Gas 
& Electric Co. for seven California 
markets. CBS Films has analyzed the 
market list and found that 80 per 
cent of the sales were made directly 
te sponsors. John F. Howell, general 
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sales manager, offers an interpreta- 
tion: “It appears that good comedy is 
exactly what these big regional buyers 
want; it gives them the commercial 
atmosphere which they consider most 
conducive to good public relations 
and, of course, sales.” 

Drewrys Limited U.S.A. has ordered 
a 15-market spread for ITC-TPA’s 
New York Confidential. Markets in- 
clude Detroit, Chicago, South Bend, 
Toledo, Indianapolis, Fort Wayne, 
Davenport-Rock Island, Lansing and 
Grand Rapids-Kalamazoo. Another 
major regional sponsor of the series 
is D-X Sunray Oil Co., which pre- 
viously ordered 40 midwestern mar- 
kets . . . Three more stations have 
purchased MCA-TV’s library of Para- 
mount features. They are KMOX-TV St. 
Louis, wit!-tv Milwaukee and wJw-T\ 
Cleveland. The witi-Tv transaction is 
subject to the FCC’s approval of 
Storer Broadcasting’s application for 
purchase of the station. 

waGa-Tv Atlanta has purchased the 
Warner Bros. feature-film library from 
Associated Artists Productions. Over 
700 features are involved in the sale. 
Other sales of AAP properties include 
the following: wrrt Albany purchased 
six groups of WB features to complete 
ownership of the library; wDBJ-TV 
Roanoke purchased two groups of fea- 
wroc-Tv Rochester, WTCN-TV 
Minneapolis, KNxtT Los Angeles and 
WWLP-TV Springfield each bought one 
group of Warner films, while Armed 
Forces Radio and TV purchased four 
groups. KCEN-TV Temple, Tex., pur- 
chased Popeye, which is now aired 
in 135 markets. Various sales of Gold 
Mine features were also completed 
to the following: Kcop Los Angeles, 
WDBJ-TV Roanoke, WNEM-TV Bay City 
and KVAR-TV Phoenix. 


tures; 
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Sterling Television has sold Time 
Out for Sports and Bowling’s Best to 
wrx New York . . . wrrF-Tv Wheel- 
ing has purchased the Encyclopedia 
Britannica Film Library from Trans- 
Lux Television Corp. . . . California 
National Productions’ properties are 
currently being aired by all seven 
channels in New York City. Latest sale 
(Flight to wrix) raises the number 
of CNP series telecast in the area to 14. 
PERSONNEL ... 

Edwin J. Smith has been named 
director of operations 
for ABC Films, Inc., in a move de- 


international 


scribed as a major step in the com- 
pany’s world-wide tv distribution ex- 
pansion program. For the past two 





SMITH 


years Mr. Smith was vice president 
and general manager of Allied Artists 
International Co. and Interstate Tele- 
vision, headquartering in London. He 
will operate from ABC Films’ New 
York offices and will report directly 
to George T. Shupert, president. The 
company’s Latin America sales co- 
ordinator, Raul Conangla, will report 
to Mr. Smith. 

Robert L. Miller has been appointed 
trafic supervisor of Telestar Films’ 


newly established New York traffic- 


shipping department. Mr. Miller for- 
merly was print expediter for C & C 
Films and prior to that served with 
Unity Television Corp. . . . Jerome 
M. Wechsler has joined the sales staff 
of Associated Artists Productions as 
an account executive in the company’s 
Gold Mine Division. He will cover the 
midwest, reporting to John Mc- 
Cormack, midwest division sales 
manager. 

Guild Films has appointed John G. 
Garrison national syndication director. 
The move appears to be a reflection 
of the company’s re-emphasis on syn- 








GARRISON 


dication, and particularly on video- 
tape syndication. Mr. Garrison, for 
the past three and one-half years cen- 
Official 


Films. has been active in radio and 


tral division manager for 
television for over 20 years. 
Desilu Productions has promoted 
Dann Cahn to the post of editorial 
consultant. In his new position Mr. 
Cahn will work more closely with 
Desilu producers. Bill Heath, editorial 
manager, has been appointed supervis- 
ing film editor. Ted Rich has been 
named assistant to Mr. Heath 
David W. Hearst, publisher, and Blair 
A. Walliser, executive vice president 
of Mutual Broadcasting System, have 
been named directors of MBS, accord- 
ing to Hal Roach Jr., chairman of the 
board. The Hal Roach Studios recently 
acquired the radio network. 


NTA WEB SRO 

Purchased by Pail Mall of How to 
Marry a Millionaire series enables 
National Telefilm Associates to hang 
out the SRO sign on the second year 
of its network operation. Of other two 
series, Man Without A Gun is being 
sponsored by Vicks, Perma-Starch and 
White King, and This is Alice by the 


latter two products. 


PROGRAMS ... 

ITC-TPA has purchased The Gale 
Storm Show—Oh Susanna from the 
Hal Roach Studios for $2 million, 
bringing the new company’s roster of 
network and syndicated shows to 16. 
A total of 111 half-hours are involved 
in the sale, including the series being 
shown by CBS-TV and 38 new seg- 
ments now in production by the Roach 
studios. 

Jack Wrather, chairman of the 
board of ITC-TPA, notes that the 


purchase is in line with the company’s 











expansion program through the ac- 
quisition of top programs for the inter- 
national market. (ITC-TPA is affiliated 
with Associated Television, Ltd., in 
England. The programs will be given 
world exposure. ) 

Flamingo Telefilm Sales has ac- 
quired The Big Story from Pyramid 
Productions and Official Films. The 
series was produced last year by 
Pyramid for Official Films. Herman 
Rush, president of Flamingo, says the 
company plans to produce several new 
tv series in New York in association 
with Pyramid . . . Zane Grey Pro- 
ductions, in partnership with Four 
Star Films, will produce a new western 
series titled Lawgun. 

Jeopardy, hour-long mystery anthol- 
ogy series, is being revived by 
MGM-TV, with Andrew Stone set to 
produce the pilot . . . A new western, 
Shotgun Smith, is being readied by 
Frank Gruber, who already has five 
western series on the air . . . Adven- 
tures of Tom Swift pilot has been 
produced by Herbert Strock for Jack 
Wrather Productions. Gary Vincent 
and Myrna Fahey play the leads . . . 
A new pilot is in the works at Four 
Star Productions which stars David 
Janssen. The series revolves around 
the adventures of a newspaper re- 
porter . . . Linda Darnell will play 
lead in The Thoroughbreds, Fairchild- 
Martin teleseries pilot, to be shot at 
Desilu Studios at the end of this 
month . . . Mother is the Governor is 
title of a new series being prepared 
by Screen Gems for Helen Traubel. 


AMOCO BUYS SERIES 

CBS Films has completed its first 
sale of U.S. Border Patrol, and it was 
a big one. The American Oil Co. has 
purchased the series for approximately 
60 markets along the eastern seaboard 
and midwest areas for an early spring 
start. The investment is understood 
to be over $1.5 million. U.S. Border 
Patrol, a Sam Gallu package, drama- 
tizes the activities of the naturaliza- 
tion and immigration authorities. 


COMMERCIAL CUES... 

Gene Deitch Associates, Inc., has 
completed a series of television com- 
mercials for Helm Corp. (Cunning- 
ham & Walsh) in which fully articu- 
lated animation permitting retention 
of backgrounds and stationary objects 


Advertising 
Directory of 


SELLING 


COMMERCIALS 
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was achieved in a free pastel chalk, 
according to Gene Deitch, president. 
It is possible with this method, says 
Mr. Deitch, to use in animated film 
the original character of line and tex- 
ture of many outstanding artists . . . 
George Dryfoos has been appointed 
sales and client contact for the 
company. 

H & B Productions, producers of 
the animated Ruff and Reddy and 
Huckleberry Hound series, are plan- 
ning extensive expansion of their fa- 
cilities. Studio is currently the largest 
animated producer, employing over 
200 people . . . Cascade Pictures will 
unveil a new matting process, said 
to be a major improvement in optical 
work, in the near future, according to 
the company’s president, Barney Carr. 
At the Venice Film Festival, Cascade’s 
Calo Cat Food spot (Foote, Cone & 
Belding) took one of two prizes won 
by American commercials. 

Ray Patin Productions is turning 
out a new series of spots featuring 
“Sugar Pops Pete,” character de- 
veloped by Leo Burnett and Patin, for 
Kellogg’s. “Pete” will appear on the 
new Kellogg’s package. A trip to 
Vancouver and Seattle to talk over 
business with Northwestern clients was 
undertaken by Mr. Patin last week. 

UPA is presently at work on cam- 
paigns for 18 clients, with both west 
and midwest production ahead of last 
season. The company’s Mr. Magoo 
commercial for Stagg Beer (Edward 
H. Weiss Co.) took a prize at the 
Chicago Art Directors festival, and 
has scored an ARB rating of 37.8 for 
first place in St. Louis, one of highest 
ratings ever reached by a commercial. 
The firm is turning out spots for new 
campaigns by Folger’s instant coffee. 
(Harris, Harland & Wood, San Fran- 
‘ cisco) and for Matchabelli toiletries 
(Morse International) . . . Transfilm 
has appointed Robert Bergmann vice 
president in charge of its tv division, 
and Thomas Whitesell vice president 
in charge of motion-picture pro- 
duction. 


PROMOTION ... 

Promotional efforts on behalf of 
Ziv’s Mackenzie's Raiders continue in 
high gear. Most recent was a “Mac- 
kenzie’s Raiders Day” held on Staten 
Island, N. Y., where borough and 
Army officials, Girl Scouts and Boy 
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Scouts and the local Police Athletic 
Association Band took part in cere- 
monies. Colonel Ranald Mackenzie, 
whose cavalry career in the 1870's is 
dramatized by Richard Carlson in the 
series, was once a resident of Staten 
Island. 

In San Francisco, the entire Army 
installation at Presidio was used for 
a giant celebration to introduce the 
series by KPIx and the sponsor, the 
local Nash dealers. Dignitaries and 
press were called for in Nash cars and 
taken through Presidio for a presen- 
tation depicting Army life during the 
post-Civil War era. 


OLYMPIA BEER SALE 


What may be the largest west-coast 
sale ever consummated on a syndicated 
film series has been closed by Gross- 
Krasne with Olympia beer for 47 
markets in the western states, Hawaii 
and Alaska. Price for the Mr. Glen- 
cannon program, which stars Thomas 
Mitchell and is produced in England, 
was reported to be $355,000. 


FEATURES TO TV 


Last major group of pre-1948 pic- 
tures, the Samuel Goldwyn features, 
are on their way to tv. MCA and 
Screen Gems are reportedly bidding 
for the package, numbering about 100 
films and including The Best Years 
of Our Lives, The Little Foxes, Wuth- 
ering Heights and The Secret Life of 
Walter Mitty. 


NILES BUYS FACILITIES 


Fred A. Niles Productions, Inc., Chi- 
cago, has purchased the Washington 
Street facilities of Kling Film Enter- 
prises. The purchase price was not dis- 
closed, but the transaction means that 
Kling Film Enterprises ceases to exist 
in the motion-picture business. 

Not involved in the sale are the Kling 
Studios and Kling-California studios in 
Hollywood. Fred A. Niles, president of 
the firm bearing his name, said that 
the cream of the Kling personnel would 
be amalgamated. Mike Stehney joins 
the company as vice president in charge 
of tv film commercials. Ed Rinker as- 
sumes the post of vice president of 
sales. 

With the new facilities and person- 
nel, Mr. Niles said, “we will offer lower 
costs in production, greater efficiency, 
greater quality, faster delivery.” 


Film Commercials 


ELEKTRA FILM PRODUCTIONS, 
INC. 


Completed: Hills Bros Coffee, Inc. (instant 
coffee), BBDO; American Tobacco Co. (Hit 
Parade opening), BBDO; New York Tele- 
phone Co. (yellow pages), BBDO; Standard 
- Ltd. (Royal pudding), MacLaren; 
F. & M. Schaefer | ee Co. (beer), 
BBDO; Colgate-Palmolive Co. (Fab), Bates: 
Esso Standard Oil Co. (gas service stations) , 
MacLaren; E. I. du Pont de Nemours 
(Dacron), BBDO; California Oil Co. (Calso 
stations), BBDO; Standard Oil Co. of Calif. 
(Chevron gas), BBDO; Buick Motor Div. of 
General Motors Corp. (cars), McCann- 
Erickson; Smith Bros., Inc. (cough drops), 
SSC&B; Standard Oil Co. (Imperial Esso), 
MacLaren; Ford Motor Co. (cars), JWT; 
S. <. — & Son (Pledge, Jubilee), 
B&B; C. Johnson & Son (Klear), FC&B. 
In RAS Geo. W. Helme Co. (Snuff), 
C&W; E. I. du Pont de Nemours & Co. 
(carpets), BBDO; National Biscuit Co. 
(bread), McCann-Erickson; Lever Bros. Co. 
(Lifebuoy soap), SSC&B; Buick Motor Div. 
of General Motors Corp. (cars), McCann- 
Erickson. 


GRAY & O’REILLY 


In Production: General Foods Corp. (Dream 
Whip), Y&R; American Oil Co. (Amoco 
gasoline), Joseph Katz; Block Drug Co. 
(Rem Rub), Gumbinner; Thomas J. Lipton, 
Inc. (soups), Y&R; Nestle Co., Inc. (coffee), 
Bryan Houston; Falstaff Brewing Corp. 
(beer), D-F-S. 


JAMIESON FILM CO. 


Completed: Chance Vought Aircraft, Inc. 
(Navy), Tracy-Locke; Haussman’s Jewelers 
(jewelry), Bloom; Wolfe Jewelers (jew- 
elry), Bloom; Texas Forest Service (safety), 
Texas A&M; Arkansas Publicity & Parks 
(publicity), State of Arkansas. 

In Production: Waples-Platter Co. (White 
Swan coffee), Jack T. Holmes; Georgia 
Game & Fish Commission (Georgia Wild- 
life), direct; Petrofina (gasoline), Taylor- 
Norsworthy; Lee Optical Co. (eyeglasses), 
Mayfair Associates. 


KEITZ & HERNDON 


Completed: Deep Rock Div. of Kerr-McKee 
Oil Industries, Inc. (Deep Rock gasoline), 
Lowe Runkle; Gann Bros. (stamps), Lowe 
Runkle; Evangeline Maid Bread Co. 
(bread), Wm. Finn; Dallas Morning News 
(newspaper service), direct; Rainbow 
Brown & Serve Rolls (rolls), direct. 

In Production: Lone Star Brewing Co. 
(beer), Glen; Dr. Pepper Co. (soft drink), 
Grant; Campbell-Taggart (Colonial rolls), 
direct; Austin National Bank (banking 
service), Winn-McLane; Pioneer Flour Co. 
(flour), Cusick, Schwerke & Wild. 


KLAEGER FILM PRODUCTIONS 


Completed: Westinghouse Electric Corp. 
(Polaris), McCann-Erickson; Edward 
Sharp Sales, Inc. (toffee), Wesley; P. Bal- 
lantine & Sons (beer), Esty; Stokely-Van 
Camp, Inc. (various products), L&N; Grey- 
hound Corp., Grey; Good Housekeeping 
magazine, Grey; Pontiac Motor Div. of 
General Motors Corp. (cars), MacManus, 
John & Adams; National Carbon Co. (Pres- 
tone), Esty; Colgate-Palmolive Co. (Vel), 
L&N; Radio Corp. of America (album), 
Grey; Dow Chemical Co. (Saran Wrap), 
MacManus, John & Adams. 

In Production: National Carbon Co. (Pres- 
tone), Esty; Clairol, Inc., FC&B; Stokely- 
Van Camp, Inc. (various products), L&N; 
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Swiss Federation of Watch Manufacturers, 


FC&B; U. S. Rubber Co. (dealer spots), 
direct; Greyhound Corp., Grey; Westing- 
house Electric Corp., McCann-Erickson; 
Chesebrough-Pond’s, Inc. (Vaseline Hair 
Tonic), McCann-Erickson; Pontiac Motor 
Div. of General Motors Corp. (cars), Mac- 
Manus, John & Adams; Ideal Toy Corp. 
(toys), Grey. 


FRED NILES PRODUCTIONS 


Completed: International Shoe Co. (Rand- 
craft, Westboro shoes for men), Krupnick; 
Kemper Insurance Co. (insurance), John 
W. Shaw; National Presto Industries, Inc. 
(appliances), Donahue & Coe; Montgomery, 
Ward & Co. (Ward Week promotion), di- 
rect; Lion Oil Co. (petroleum products), 
Ridgway; Funk Chemical Co. (Sparkle 
window cleaner), Rosenow. 

In Production: Alo-Creme Laboratories, Inc. 
(Alo-Creme face), Calkins-Holden; Muns- 
ingwear, Inc. (Hollywood V-Ette Vassarette 
undergarments), Powell, Schoenbrod & 
Hall; Happy Day Cleaners (laundry & dry 
cleaning service), Noble-Dury; H. O. Hip- 
well & Co. (Girl Scout cookies), direct. 


DAVID PIEL, INC. 

Completed: Jaymar-Ruby (slacks), Ehrlich, 
Neuwirth & Sobo. 

In Production: United Lutheran (educa- 
tion), Becker. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Harold F. Ritchie Co. (Mac- 
Lean’s toothpaste), Rabko; General Foods 
Corp. (Post Sugar Crisp, Alpha-Bits), 
Rabko; Sinclair Oil Refining Co. (gasoline 
& oil), Morey, Humm & Warwick: ABC-TV 
(promotional trailer), direct. 

In Production: Muscular Dystrophy Assoc., 
Film House; Martini & Rossi (Vermouth), 
Spitzer & Mills; ABC-TV (promotional 
trailer), direct. 


BILL STURM STUDIOS, INC. 
Completed: National Biscuit Co., K&E; 
Beneficial Finance Co. of N.Y., Al Paul 
Lefton; Metro-Goldwyn-Mayer, Donahue & 
Coe; First National City Bank, BBDO; Food 
Manufacturers, Inc., Bates; Pabst Brewing 
Co., NC&K; U.S. Steel Corp., BBDO; 
Chesebrough-Pond’s, Inc., NC&K; Speidel 
Corp., NC&K; Corn Products Refining Co., 
Donahue & Coe; Blatz Brewing Co., K&E; 
Whirlpool Corp. (washers & ranges), K&E. 
In Production: Boston Herald Traveler, 
James Thomas Chirurg; Martin L. Hall Co. 
(Victor coffee), James Thomas Chirurg; 
Pabst Brewing Co., K&E; Speidel Corp. 
(watchbands), NC&K; Wildroot Co., Inc. 
(cream oil), BBDO; Beneficial Management 
Corp., Al Paul Lefton; Bristol-Myers Co., 
DCS&S; Pittsburgh Plate Glass Co., BBDO; 
Radio Corp. of America (RCA Silverama 
tubes), Al Paul Lefton; Metro-Goldwyn- 
Mayer, Donahue & Coe; Texas Co., Ronalds 
Adv.; Arnold Bakers, Inc., Charles W. Hoyt; 
Corn Products Refining Co. (Bosco), Dona- 
hue & Coe. 


TRANSFILM, INC. 

Completed: U.S. Steel Corp. (steel), BBDO: 
J. B. Williams Co. (Lectric Shave), Park- 
son Adv.; CARE (CARE Packages), direct: 
Food Manufacturers, Inc. (M&M candy), 
Bates; Colgate-Palmolive Co. (Lustre-Creme 
shampoo), L&N; Phillips-Van Heusen (Van 
Heusen shirts), Grey; Westinghouse Electric 
Corp. (Stereo-Fidelity), Grey; Miles Labo- 
ratories, Inc. (Nervine), Geoffrey Wade. 


UPA PICTURES, INC. 

In Production: Little Crow Milling Co. 
(Coco Wheats), Edward H. Weiss: Mrs. 
Baird’s Bakeries, Inc. (bread) , Tracy-Locke; 
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J. Donald Howe has been Ganed local 
sales manager of WBAL-TV Baltimore, 
it has been announced by Willis K. 
Freiert, assistant station manager and 
sales manager of the station. Mr. 
Howe was formerly an account execu- 
tive with the station. 


International Shoe Co. (Poll Parrot shoes), 
Krupnick & Associates; Quaker Oats Co. 
(Aunt Jemima corn bread), John W. Shaw; 
J. A. Folger & Co. (instant coffee), Harris, 
Harlan & Wood; Reddi-Wip, Inc. (Top 
Wip), D’Arcy; Hood Chemical Co. (bleach 
& starch), Pritchard, Daniels & Dreher; 
Johnson & Johnson (Stuffy nose drops), 
L. W. Frohlich. 


WILDING PICTURE 
PRODUCTIONS, INC. 


Completed: Ford Motor Co., JWT; Standard 
Oil Co. (Indiana), D’Arcy; Miles Labora- 
tories, Inc., Wade; American Machine & 
Foundry Co. (AMF Bowling Stars), C&W. 





YOUR NEW 


CBS 


BASIC 
is 





The SELLibrated (and only full 
powered) station in the 


GOLDEN VALLEY 


(Central Ohio) 


WHTN 
TV 


CHANNEL 13 
Huntington-Charieston, W. Va. 
serving 4 states and 5 prime cities 

A COWLES OPERATION 


Get the dollars and cents story 
from Edward Petry Co.. Inc. 





SESE 
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Pulse Audience Composition, 


TOP 20 SYNDICATED SHOWS 


National 

Rank Show & Distributor Average 
1. Sea Hunt (Ziv) : . 17.8 
2. Highway Patrol (Ziv) . . 6.2 
3. Honeymooners (CBS) .. 14.1 
4. Mike Hammer (MCA) 13.5 
5. Death Valley Days (U. > Borax) 13.0 
6. San Francisco Beat (CBS 12.6 
7. Decoy (Official) ; a 
7. Gray Ghost (CBS) 12.2 
9. Union Pacific (CNP) 12.0 
10. Silent Service (CNP) 11.9 
11. Sheriff of Cochise (NTA) ........ 11.8 
12. Whirlybirds (CBS) 11.6 

13. Dr. os Secret Journal 
(MCA 11.3 
14. Federal ahi’ (MCA) 11.0 
14. State Trooper (MCA) 11.0 
16. Badge 714 (CNP) 10.3 
16. Casey Jones (Screen Gems) 10.3 
18. Boots and soe  _, 10.1 
EE MEO cc ccnene Ghicscegsbicets 10.1 
20. Captain David Grief (Guild) 9.9 
20. Popeye (AAP) 9.9 
TOP 20 AMONG MEN 

Men Per 

100 Homes 

nk Show & Distributor Tuned In 


- Damon Runyon Theatre 
(Screen Gems) 89 

Highway Patrol (Ziv) 87 

City Detective (MCA) 

oe | OO Fee 

If You Had A Million (MCA) 

Martin Kane (Ziv) 

Men of Annapolis (Ziv) 

Target (Ziv) 

Badge 714 (CN 

Captain ry Grief (Guild) 

Code 3 (ABC) a 


Harbor Taiend (Ziv 

Man Behind The Badge (MCA) 
Racket Squad — 

15. Crusader (MCA 

15. Federal Men (MCA) 

15. Mike Hammer (MCA) 

15. San Francisco Beat (CBS) 

19. Big Story ae ) 

19. Frontier (CNP 

19. Frontier becker (Hollywood TV) 
19. Gray Ghost (CBS) 

19. Honeymooners (CBS) 

19. I Led Three Lives (Ziv) 

19. Mr. District Attorney (Ziv) 

19. Silent Service abe 

19. Studio 57 (MCA 

19. 26 Men (ABC) 


DODO WLI E9E9K9K. 
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TOP 20 AMONG WOMEN 
Women Per 


109 Homes 

Rank Show & Distributor Tuned In 
1. Liberace (Guild) 99 
2. Target (Ziv) 97 
3. Honeymooners (CBS) 95 
4. Dr. Christian (Ziv) 93 
4. If You Had A Million (MCA) 93 
6. Man Behind The Badge (MCA) 92 
7. Frontier Doctor (Hollywood TV) 91 
7. Martin Kane (Ziv) 91 
7. Racket Squad (ABC) 91 

10. Damon Runyon Theatre 
(Screen Gems) 90 
10. Gray Ghost (CBS) 90 
10. San Francisco Beat (CBS) 90 
13. City Detective (MCA) 89 
13. Crusader (MCA) 89 
13. Dr. Hudson's Secret Journal (MCA) 89 
13. Frontier (CNP) 89 
13. Highway Patrol (Ziv) . 89 
13. Men of Annapolis (Ziv) 89 
13. Mr. District Attorney Ziv) 89 
13. Paris Precinct (Guild) 89 
13. Science Fiction Theatre (Ziv) 89 
13. Silent Service (CNP) 89 
TOP 20 AMONG CHILDREN 

Kids Per 

100 Homes 

Rank Show & Distributor Tuned In 
1. Popeye (AAP) 105 
2. Looney Tunes (Guild) 102 
3. Little Rascals (Interstate) 99 
4. Kit Carson (MCA) . 97 


5. Jungle Jim (Screen Gems) 96 
6. Gene Autry—1 Hour Series (MCA).. 94 
7. Hopeions Cassidy—1 Hour Series 


92 
7. Laurel and Hardy (Governor) 92 
9. Brave Eagle (CBS) 89 
10. Annie Oakley (CBS) : 87 
10. Roy Rogers (MCA) 87 
12. Ramar of the Jungle Gr” 84 
13. Foreign Legionnaires sjeiaten 83 
13. Joe Palooka (Guild . . 8 
15. Flash Gordon (Guild) 81 
16. Sheena, Queen of the Jungle (ABC) 80 
17. Coop ie Coe) ..........5.. 78 
18. Casey Jones (Screen Gems) 76 
19. Abbott and Costello (Sterling) ? 73 
19. Meet Corliss Archer (Ziv) . 73 


TOP 10 ADVENTURE SHOWS 


National 

Rank Show & Distributor Average 
1. Sea Hunt (Ziv) 17.8 
2. Highway Patrol (Ziv) 15.2 
3. Gray Ghost (CBS) 12.2 
4. Silent Service (CNP) ............ 11.9 
5. Federal Men (MCA) 11.0 
5. State Trooper (MCA) 11.0 
7. Casey Jones (Screen Gems) 10.3 
8. Target (Ziv) 10.1 
9. Captain David Grief (Guild) 9.9 
10. Harbor Command (Ziv) 9.8 

MEN’S AUDIENCE 

Men Per 

100 Homes 

Rank Show & Distributor Tuned In 
1. Highway Patrol (Ziv) 87 
2. Martin Kane ({Ziv) 86 
2. Men of Annapolis (Ziv) 86 
2. Target (Ziv) 86 
5. Captain David Grief (Guild) 85 
5. Code Three (ABC) 85 
5. Harbor Command (Ziv) 85 
5. Man Behind The Badge (MCA) 85 
9. Federal Men (MCA) 84 
10. Gray Ghost (CBS) 83 
10. I Led Three Lives (Ziv) 83 
10. Mr. District Attorney (Ziv) 83 
10. Silent Service (CNP) 83 


WOMEN’S AUDIENCE 
Women Per 


100 Homes 
Rank Show & Distributor Tuned In 
1. Target (Ziv) 7 
2. Man Behind The Badge (MCA) 92 
3. Martin Kane (Ziv) 91 
4. Gray Ghost (CBS) 90 
5. Highway Patrol (Ziv) 89 
5. Men of Annapolis (Ziv) 89 
5. Silent Service (CNP) 89 
8. Captain David Grief (Guild) 88 
9. Code Three (ABC) 87 
9. Count of Monte Cristo (TPA) 87 
9. Federal Men (MCA) 87 
9. Harbor Command (Ziv) 87 
9. Sea Hunt (Ziv) 87 
CHILDREN’S AUDIENCES 
Kids Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Jungle Jim (Screen Gems) 
2. Sheena, Queen of the Jungle (TPA) 8&6 
3. Ramar of the Jungle (TPA) 84 
4. Foreign Legionnaire (TPA) 83 
4. Joe Palooka (Guild) 83 
6. Casey Jones (Screen Gems) 76 
7. Count of Monte Cristo (TPA) 59 
8. Soldiers of Fortune (MCA) 57 
8. Sword of Freedom (Official) 57 
10. Silent Service (CNP) 54 
TOP 10 DRAMA SHOWS 
National 
Rank Show & Distributor Average 
1. Dr. Hudson (MCA) 11.3 
2. Dr. Christian (Ziv) 9.5 
3. Studio 57 (MCA) 8.1 
4. Big Story (Official) 8.0 
5. Star Performance (Official) y & 
6. If You Had A Million (MCA) 7.4 
7. Medic (CNP) 7.1 
8. Don Ameche (TPA) 5.4 
9. O. Henry Playhouse 
(Gross Krasne) 5.0 
10. Douglas Fairbanks (ABC) 4.4 
MEN’S AUDIENCE 
Men Per 
100 Homes 
— Show & Distributor Tuned In 
. Douglas Fairbanks (ABC) 86 
i Dr. Christian (Ziv) 86 
1. If You Had A Million (MCA) 86 
4. Big Story (Official) 83 
4. O. Henry Playhouse 
rere 83 
4. Studio 57 (MCA) 83 
7. My Favorite Story (Ziv) 82 
7. Star Performance (Official) 82 
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The Groaner is due in January. With 
the exceptional critical and audience 
response to the October show, it’s 
likely that Oldsmobile will schedule 
several more Crosby specials over 
ABC-TV, in addition to the mid- 
winter one already planned. 

The attitude of General Motors’ 
lowest-priced make in regard to tv 
advertising is summed up by W. G. 
Power, advertising manager for the 
division: “Chevrolet continues to con- 
sider television as one of its major 
media and will maintain its year- 
round programming in 1958-59. We 
certainly feel that television con- 
tributes its rightful share in advising 
and keeping the public informed about 
our cars and trucks, and we are 
pleased that we can continue sponsor- 
ship of our two fine programs, which 
we believe provide a quality showcase 
for our products.” 

The programs to which Mr. Power 
refers are The Chevy Show, starring 
Dinah Shore, and presented on a full 
52-week basis over NBC-TV Sundays 
from 9 to 10 p.m., and The Pat Boone 
Show, aired on ABC-TV Thursday 
nights at 9-9:30. 


First-Half Sales 


Chevrolet's decision to ride with this 
brace of music-variety stanzas for 
another year was undoubtedly in- 
fluenced by the part the shows may 
have played in enabling the division 
to turn in the best first-half sales 
showing of any 58 car. In regaining 
the number-one position it had _ lost 
a year ago to Ford (obviously a satis- 
faction in itself to Chevrolet), the car 
jumped 4.3 percentage points to garner 
27.8 per cent of the first-half °58 
market. New Chevrolets totaling 
659,477 were registered between Janu- 
ary and the end of June, compared 
with 722,396 for the same 1957 period. 

While General Motors, producing 
the 1,222,208 units that accounted for 
54.5 per cent of the total industry 
output during the first six months of 
this year, showed the greatest pro- 
duction gain, the Chrysler Corp. suf- 
fered the sharpest decline in number 
of cars manufactured—a complete 
reversal of the 1957 first-half picture, 
when GM had the biggest slump and 
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Chrysler the biggest advance. 

Chrysler’s four divisions turned out 
721,038 autos for 21.4 per cent of 
over-all Detroit production from Jan- 
uary through June of last year, but the 
quartet dropped to 316,257 assemblies 
and only 14.1 per cent of the total 
this year, representing a 7.3-per-cent 
loss. 

From the sales standpoint, Chrysler's 
aggregate showing for the first section 
of 1957 was 584,903 units sold, a 
total that skidded to 337,917 at the 
halfway mark this year. Chrysler (and 
the Chrysler Imperial), Dodge, DeSoto 
and Plymouth sales in toto amounted 
to 14.3 per cent of all new-car regis- 
trations at the end of this past June, 
in contrast with 1957’s 19.1 per cent 
of the industry total. 

The General Motors percentages of 
both totals were 48.9 this year and 
45.1 in 1957, while the Ford com- 
pany’s four makes registered 25.7 per 
cent as of June 30 and 30.2 per cent 
at the same date a year ago. 

Leading the Chrysler divisions in 
production and sales at 1958's mid- 
way point was, as usual, Plymouth. 
with 202,386 output, for 9.0 per cent 
of the first-half total, and 201,803 
cars sold. Dodge produced 56,141 (2.5 
per cent of the total) and sold 68,725: 
Chrysler and Imperial together ac- 
counted for figures of 37,863 (1.7 per 
cent) and 40, 878, and DeSoto brought 
up the rear with 19,867 (0.9 per cent) 
and 26,511. 


Chrysler Changes 


Chrysler is the only one of the Big 
Three to curtail its use of television 
for the new season, at least as regards 
After four suc- 
years with the hour-long 
dramatic series, Climax!, on CBS-TV, 
the company dropped the program at 
the end of last season. On Oct. 17 it 
sponsored a 60-minute special starring 
Fred Astaire on NBC-TV, and it plans 


a second special, also with the dance 


two of its divisions. 
cessful 


star, sometime in January; other than 
that, Chrysler has no plans for net- 
work television at the moment, al- 
though it will use spot to some degree 
throughout the year. 

DeSoto is the second Chrysler divi- 
sion which momentarily has forsaken 
video. After a long alternate-week as- 
sociation with Groucho Marx and You 





Bet Your Life on NBC-TV, DeSoto 
this year has pulled out of its co- 
sponsorship of the quiz session and, 
like Chrysler, is taking a hiatus from 
network advertising during the 1958- 
59 season. 

Dodge and Plymouth, however, are, 
like last year, riding with the highly 
popular Lawrence Welk and _ his 
“champagne music,” although with 
some alteration in bankrolling. Dodge, 
which for the fourth year will be pick- 
ing up the tab for Welk’s Saturday- 
night 9-10 ABC-TV musical 
(re-titled Dodge Dancing Pariy for 


skein 


this semester), has dropped its half- 
sponsorship of last season’s Top Tunes 
and New Talent, the second Welk 
show that was carried on ABC-TV 
Monday evenings. 


Dodge Sold on Tv 


Says W. D. Moore, director of ad- 
vertising and sales promotion for the 
Dodge division: “We are completely 
sold on the value of the television me- 
dium for selling automobiles. Our deal- 
ers too, as proved again in my recent 
travels to attend a series of 1959 Dodge 
dealer announcement meetings, are 100 
per cent in agreement. 

“We are quite proud, naturally, of 
the surveys conducted within the last 
two years which attempt to measure 
the awareness of Dodge advertising as 
opposed to that of our competitors. 
These surveys indicate that the general 
public, as well as automobile dealers, 
are very much aware of Dodge adver- 
tising despite disparities within the in- 
dustry in advertising budgets. 

“The scores thus achieved in the sum 
total for Dodge advertising, I feel, are 
the direct results of our Lawrence Welk 
television program. Only through tele- 
vision can we show the public a pic- 
ture of our car, in action, and with 
the intimacy of the human voice.” 

Plymouth, which shared Top Tunes 
with Dodge in °57, is now assuming 
full sponsorship of the program, which 
this fall has undergone a name and 
date change. Under the tag of The 
Plymouth Show, Starring Lawrence 
Welk, the show is now aired over 
ABC-TV on Wednesday evenings from 
7:30 to 8:30, the spot formerly oc- 
cupied by Disneyland. 

Plymouth officials reportedly felt 
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A MIGHTY SWING. In the idiom of 
the recent World Series, the Senate 
advisory committee on tv allocations 
took a mighty swing at the ball, and 
hit a dribbler to the infield—but for 
the answer to the big question of 
whether it will ever get to first base, 
come back next January when Con- 
gress reconvenes. 

For the moment, the best advice is: 
don’t bet on its chances. Not that there 
isn’t great need for some of the alloca- 
tions reforms recommended by the 
headed by Edward L. 


Bowles, consulting professor of in- 


committee 


dustrial management at Massachusetts 
Institute of Technology. 

There certainly is plenty of room 
for improvement in this field. But 
hurting the chances of the recom- 
mendations is the big fact that the 
Senate Commerce Committee, which 
set up the advisory group, did not 
support its recommendations, and, in 
fact, several members of the advisory 
group itself did not join in the report. 

Thus, whether rightly or wrongly, 
the suspicion appears to be growing 
that the recommendations issued by 
the advisory committee represent the 
views of Mr. Bowles himself. Whether 
this proves to be the case, only time 
will tell—and the first test should 
come in January, when proponents 
of FCC may endeavor to 
force the report to the floor of the 
Senate or House. 


reforms 


FCC WALLOPED. The crux of the re- 
port smacked hard, perhaps unneces- 
sarily so, at the FCC. It declared that 
the FCC had virtually abdicated its 
authority in the allocation of tv chan- 
nels and “appeared powerless to an- 
ticipate, evaluate or deal decisively” 
with the broadcast issues in the alloca- 
tions table. 

“The commission has wrestled with 
the tv allocation imbroglio with neg- 
ligible success,” the report teed off. 
“The response of the commission to 
the two investigations of the Senate 
committee demonstrates its incapacity 
to deal 


assistance.” 


with the problem without 


Washington Memo 





If the report can be faulted on any 
one particular, it’s probably the’ fact 
that the massive, 266-page document 
tried to cover too much ground. No 
committee of the composition and di- 
versity of the Bowles group could be 
expected to bite off so much and chew 
it well. Allocations, networks, color, 
FCC re- 
sponsibilities, court decisions, Congres- 
within the 


purview of the report, although the 


educational tv, economics, 


sional intent—all came 
advisory committee itself was set up 
only in connection with allocations. 

Specifically, the report recommends: 
“(1) An independent audit of the 
uhf-vhf allocations problem. (2) An 
objective review of the commission’s 
mandate, management, operation and 
budget. (3) The establishment of a 
communications office or authority as 
part of the executive structure. (4) 
An authoritative classified review of 
the radio spectrum requirements of 
the nation as a whole, conducted at 
Executive level.” 


AUDIT ADVOCATED. The committee 
urged that Congress provide at least 
$600,000 for an independent audit of 
the allocations problem ‘and 
detailed 
tionwide 


make 
recommendations for a na- 
allocations plan. Strongly 
implied in the report was the sugges- 
tion that 


directed by an organization outside 


such an audit should be 
the Federal structure to avoid any hint 
of influence. 

Nor were the headlines of influence- 
peddling at the FCC ignored (an od- 
dity was that the 
indictment 


report and the 
of former Commissioner 
Richard A. Mack on influence charges 
were announced the same day). It 
had this to say on the question of 
selecting FCC commissioners: 

“It would appear from recent ap- 
pointments that there are no qualifica- 
tions other than American citizenship 
and political acceptability. The insidi- 
ous practice of meting out appoint- 
ments as political favors is sure to 
rebound geometrically against the pub- 
lic interest, for the end result is so to 


reduce the level of the post as to take 





away the honor and prestige so es- 
sential to the attraction of high-caliber 
candidates.” 

In his personal addenda to the 
views of the committee, Mr. Bowles 
urged life tenure for FCC members, 
license fees to support FCC research 
and a tryout for subscription tv. He 
made it clear that these views were 
his own, not necessarily shared by 


other members of the committee. 


IMPACT UNCERTAIN. Although its 
fate is shaky because of the divided 
opinion concerning it and its non- 
acceptance by the parent Senate Com- 
merce Committee (its only action in 
connection with the report was to 
have it printed), it would be a mis- 
teke to say that it failed to have any 
support or that its impact went un- 
noticed. 

Of the eight members who partici- 
pated in the final report, five wholly 


endorsed Mr. 


maining three either concurred parti- 


Bowles’ views, the re- 


ally or dissented vigorously. The five 
endorsing the report were identified 
by Mr. Bowles as Dr. Allen B. Du- 
Mont, DuMont Labs; Donald G. Fink, 
Phileco; Haraden Pratt, Institute of 
Radio Engineers; A. Earl Cullum Jr., 
consulting engineer; Robert P. Wake- 
DuMont. The 


engineering firm of Jansky & Bailey 


man, alternate to Dr. 


functioned as one unit in partially 
concurring. Objecting were William 5. 
Duttera of NBC and William Lodge 
of CBS. 

Mr. Duttera voiced his opposition 
to any proposal for an investigation 


(Continued on page 75) 
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that the division suffered last year in 
comparison to Dodge because of the 
latter’s added impetus from sponsoring 
the Saturday-night Welk stanza. Ply- 
mouth thinking is that sole association 
with a Welk program this season will 
build 
with the product. 

The Ford Motor Co., with all of its 


divisions taking a percentage-point dip 


stronger viewer identification 


(the Edsel was not on the market until 
last fall), found itself at the end of 
June with a 3.8-per-cent decrease in 
its combined share of the industry out- 
put: 591,014 autos during the half- 
year period, as against 1,015,310 for 
the °57 equivalent. 


Ford Passed by Chevy 


Of the company’s four divisions, 
the Ford car is of course by far the 
leader in production, sales and adver- 
tising expenditures. In 1957, for the 
first time in three years, Ford had 
outstripped Chevrolet in output (819,- 
881 to 791,995) and in new-car regis- 
(763,670 to 722,396). The 


positions were 


trations 
reversed again this 
year, with Ford’s 504,975 units pro- 
duced some 200,000 less than Chevro- 
let's 712,491, and its 500,552 cars 
sold some 150,000 under its traditional 
rival’s 659,477. 

During the past years Ford has been 
all over the electronic spectrum with 
varying types of network shows: a 
series of hour-long specials in color 
ever CBS-TV three seasons ago; the 
long-running Ford Theatre, dropped 
hy the company a year ago; two sea- 
sons of half-sponsorship of Zane Grey 
Theatre; last year’s 60-minute, Mon- 
day-night suspense dramas, titled Sus- 
picion, also sponsored on alternate 
weeks, and the 1957-58 series of five 
Lucille Ball-Desi Arnaz specials out 
of the Desilu stable. 

The division two years ago also 
came up with the only new top-rated 
personality to hit tv during that season 

Tennessee Ernie Ford, whose 
Thursday-night (9:30-10) series over 
NBC-TV is being sponsored again this 
semester by his namesake motor com- 
pany. Ford’s second network property 
for the new season—shared on an 
with National 
NBC-TV’s 


alternate-week — basis 


Biscuit Co. — is Wagon 
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Train, seen at 7:30-8:30 on Wednesday 
evenings. 

The Edsel, not the most successful 
new-car line ever to be introduced by 
a major company (to put it euphemis- 
tically), started off in tv with a real 
bang last fall via a Bing Crosby-Frank 
Sinatra special at announcement time. 
Somewhat later in the season the new 
division took over half-sponsorship of 
Wagon Train, which by that time had 
established itself as one of the better- 
rated new shows of °57-’58. 

But if Wagon Train was a click, 
Edsel was not (see “Blame Anything 
But Tv,” TELEVISION AGE, May 19, 
1958). Over the first six months of this 
year the division sold 22,003 cars, 
only 6,535 more than the 15,468 sales 
of the extremely high-priced Lincoln, 
the parent company’s prestige car. 
And some 15,000 of the Edsels sold 
during the first half of °58 were as- 
sembled prior to that sales period; a 
sharp cutback in production of the 
car resulted in an output of only 6,944 
vehicles between last January and the 
end of June. Here again, a comparison 
with Lincoln is significant: 14,833 of 
Ford’s most deluxe item rolled off the 
assembly lines during the same period. 

A prestige television buy matching 
the stature of the product to be adver- 
tised is the purchase by the Lincoln 
division of Robert Saudek Associates’ 
videotape package of concerts by the 
New York Philharmonic. Featuring 
the new Thursday-night “Preview” 
concerts at Carnegie Hall in New York 
under the baton of Leonard Bernstein, 
the Philharmonic’s musical director, 
the Lincoln tv series of hour-long 
shows, to be called Previews of the New 
York Philharmonic, is slated for pe- 
riodic Jate-Sunday-afternoon airing 
over CBS-TV, starting on Nov. 30, 
and will be in the style of Mr. Bern- 
stein’s presentations on the Saudek- 
produced Omnibus on NBC-TV last 
season. 

Lincoln did not spend any money in 
network television last year, having 
relinquished its long-standing co-spon- 
sorship with Ford’s Mercury division 
of The Ed Sullivan Show on CBS-TV 
Sunday nights at the beginning of the 
1957-58 season. Mercury stayed with 
the Sullivan stanza, sharing the costs 
with Eastman Kodak, a co-sponsorship 
that is being repeated this year. With 





70,871 units sold over the January- 
June period, Mercury dropped one 
place—from seventh to eighth—on the 
new-car registration list. 

Of the Little Two—American 
Motors and Studebaker-Packard 
American showed a 2.5 percentage- 
point gain in production for the first 
half of the current year, turning out 
92,812 cars, compared to 55,537 for 
the similar span a year ago. With 
Hudson and Nash no longer being 
manufactured, AM’s total production 
is represented by its Rambler models. 

The increasing popularity of the 
Rambler is strongly reflected in the 
fact that it was the only domestic 
make to show a sales gain this year 
over last. For the first six-month 
stretch of 1957 the car was in 12th 
sales place, with 53,270 units de- 
livered; for the comparable period this 
year it had risen to seventh on the 
strength of 78,520 vehicles sold. Pro- 
duction-wise, its direction also was up: 
almost twice as many Ramblers came 
off the lines during the first half of 
this year as did a year ago, 92,812 
to 50,631. 

In 1956 American Motors spent 
$2,218,142 in network television and 
$128,910 for spot. The company’s 
entire network investment went into 
a half-hour’s participation on alternate 
weeks of Disneyland on ABC-TV, 
which represented a cutback from its 
30-minutes-every-week sponsorship of 
the year before—a cutback due to 
economic pressures which became so 
acute that AM stepped out of network 
tv altogether in 1957-58. Over the 
first half of this year it has used spot 
on behalf of the Rambler to the extent 
of $57,610 in gross time costs. 

Studebaker-Packard manufactured a 
total of 19,748 autos during January- 
June °58— 18,202 Studebakers and 
1.546 Packards—a considerable drop 
from the 35,689 total of the year be- 
fore. New Studebakers delivered this 
year: 20,942; new Packards, 1,672. 

Although the company expended 
$1,322,888 in network tv in 1956, 
plus $653,210 in spot, financial exi- 
gencies, as in the case of American 
Motors, have forced a complete aban- 
donment of video, with the exception 
of $660 spent on spot by Studebaker- 
Packard regional dealers during the 
first half of this year. 















MOTHER BELL SWINGS. The atten- 
tion Wall Street has been paying to 
the stock of the American Telephone 
& Telegraph Co. recently has caught a 
number of people by surprise. Mother 
Bell is a stock that is considered a 
safe-and-sound investment for the un- 
imaginative investor. It’s considered 
the widow-and-orphan security. 

Yet in the last few weeks Ma Bell 
has been kicking up her heels in the 
financial market with lively abandon. 
AT&T was selling at $191 per share 
last month, up from a year’s low of 
$167.87. 

What’s the reason for such enthu- 
siasm for this old, solid, conservatively 
run corporation? It’s composed of a 
number of factors. One of the most 
surprising facets of AT&T’s appeal 
to investors is that they generally re- 
gard it as a growth stock. A survey 
by The Exchange, publication of the 
New York Stock Exchange, put this 
company at the head of the list in the 
eyes of small investors as a growth 
situation. 

Part of the reason for the optimism 
the outlook for AT&T 


from some of the factors observed in 


about stems 
this column several months ago. Many 
people are coming to realize that 
AT&T has a tremendous growth poten- 
tial in the television field, whether 
subscription, international or expan- 
sion of the conventional operations. 
It’s a field, as pointed out at that time, 
into which the company has poured a 
tremendous amount of money for 
equipment, and the returns are only 
now being felt. 


EXPANSION PROGRAM. Another 
equally important factor is that AT&T 
stock seems to be in a very strong 
technical position financially. By that 
is meant that it has, in the past 10 
years, completed a tremendous expan- 
sion program. It has spent $15 billion 
on improving its facilities since 1948. 
In that year AT&T’s total assets were 
approximately $8 billion. 

Finally, there is the general expecta- 
tion that the directors of the nation’s 
largest utility will vote an increase in 
the dividend and/or a stock split be- 


Wall Street Report 


fore long. There has been some clamor 
for a stock split among stockholders, 
and many of the financial analysts 
believe the time for such an action is 
almost at hand. 


So the growth potential and the 
strong financial position, plus expecta- 
tion of imminent rewards to stock- 
holders, account for the activity in the 
stock. Of the three, the most significant 
is the company’s financial position. 

Of the $15 billion spent on financing 
rew plant expansion, the company 
sold bonds to raise $3 billion and con- 
vertible debentures and common stock 
for another $6 billion. The number of 
common shares outstanding in 1948 
totaled 23.3 million. The sale of addi- 
tional shares, plus the convertibility 
provision of some of the debentures, 
continued to dilute the per-share earn- 
ings potential of the company and, of 
course, acted to keep a continuous 
pressure on the price of the stock as 
they hit the market. By 1957 the num- 
ber of outstanding shares totaled 64.6 
million. That’s a substantial figure, 
particularly when one realizes that 
22.3 million of those shares hit the 
market in the last four years. 

The total number of AT&T common 
shares outstanding as of Oct. 1 was 
over 67 million and may be expected 
to rise gradually during the balance 
of the year. 


COMPARATIVELY SMALL. Signifi- 


cantly, however, the number of AT&T 
shares outstanding is still not impres- 
sive when contrasted with the 87 mil- 
lion shares of General Electric, the 
278 million shares of General Motors 
or the 203 million shares of Standard 
Oil of New Jersey. 

But the analysts point out that this 
period of equity dilution in AT&T is 
drawing to a close. Funded debt—the 
type that must be paid back—repre- 
sents 34 per cent of the company’s 
indebtedness. At one time it accounted 
for over half of the company’s total 
capitalization. 

Now, however, there will be a slow- 
down in the necessity of rising new 


capital in the market place. The com- 





























charges, 


pany’ huge depreciation 
some $850 million this year, coupled 
with a portion of earnings, will be able 
to supply three-fourths of the capital 
needed to enable the company to keep 
pace with demand. 


Thus 


shares pouring on to the market to 


there will be fewer equity 
compete for the company’s net profit. 
And the net profit per share should 
improve substantially. Consequently, 
some analysts believe that AT&T pro- 
fits will climb at a rate of approxi- 
mately 50 cents annually for the next 
That 


ings climbing from $12.84 per share 


five years. would mean earn- 
in 1957 to approximately $15 per 
share. 

The kicker to this whole technical 
and statistical approach, of course, is 
the fact that while the stocks of most 
other blue-chip companies have ap- 
preciated from 50 to 100 per cent in 
AT&T’s market 


price per share has shown a relatively 


the past five years, 
insignificant gain. So unless the whole 
market decides to stage a retreat from 
its present high altitudes, the experts 
are predicting that AT&T common will 
be recording substantial price gains in 
the period ahead. 

This 


likely, of course, if the stock were 


movement would be more 
split on a three-or-four-to-one basis. 
which would bring it into the range 
of more investors, gain added buying 


pow er. 
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had beaten his chief opponent, 108,- 
358 votes to 107,616. 

Under the state law, the small mar- 
gin of victory made a run-off election 
mandatory. Realizing his strategic 
error, Mr, Atkinson told his constitu- 
ents in a post-election tv appearance, 
“As you know, I’ve spent practically 
no time on television. . . . But I guar- 
antee you, from here on out, I will be 
on television.” 

The Tulsa Tribune the same day 
carried this additional statement by 
candidate: “I've 
know the 
value of tv, and I’m going to live on 


the second-place 
learned one thing. I now 
it. Pll match him (Edmondson) hour 
for hour.” 

Unfortunately for him, Mr. Atkin- 
son’s decision was made too late. Al- 
though both candidates concentrated 
heavily on tv during the two-man run- 
off (Mr. Edmondson spent $16,402 
for video time, as compared to $2,238 
for radio and $4,763 for print), the 
Oklahoma voters elected the young 
district attorney by an overwhelming 
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363,742 votes to 158,780 for Mr. At- 
kinson. 

Mr. Edmondson swept 70 of 77 
counties, losing out in four counties 
which had no tv coverage. Jack L. 
Gourley, president of the Oklahoma 


Press Association and Mr. Edmond- 
son’s publicity manager, stated sim- 
ply: 


“Without tv, Mr. Edmondson would 
not have been a major candidate.” 

In Oklahoma, a victory as Demo- 
cratic candidate is tantamount to elec- 
tion in the normally Democratic state. 
Regardless, however, whether or not 
Mr. Edmondson defeats his Republi- 
can opponent in the November elec- 
tion, the fact remains that tv is largely 
credited with helping raise him from 
political obscurity to a peak position 
—and in the 
months. 


space of three short 

Among other acknowledgements of 
video’s effectiveness in getting a story 
to the voters is that of Democratic 
Mayor Joseph F. Morelli of New 
Britain, Conn. Last March, after fail- 
ing to win the endorsement of his own 
party for re-election, Mayor Morelli 
decided to run as an independent can- 
didate, concentrating his campaign on 
television. 

A series of five-minute telecasts di- 
rectly preceding the 7:00 p.m. news- 
defeat of the 
mayor’s Democratic rival in the pri- 


casts resulted in the 
mary. Additional coverage of his cam- 
paign against local unemployment was 
provided by wnsc-Tv New Britain. An 
easy win over his Republican opponent 
followed in the general election, in 
which Mayor Morelli swept every ma- 
chine in every precinct in every ward 
of the city. 

Such examples as these have pre- 
cipitated a worry on various fronts 
that the power of television is so in- 
tense it might be used to win elections 
for unscrupulous or unqualified politi- 
cal figures. This idea was dismissed 
in a recent address by Lloyd G. White- 
brook, executive vice president of Kas- 
tor, Hilton, Chesley & Clifford, New 
York, which handles the Democratic 
committee campaigns for the states of 
New York, New Jersey and Pennsy]l- 
vania. 

Admitting that tv can be a decisive 
factor in a campaign, Mr. Whitebrook 
stated _ its 


primary ability is to 


strengthen an image or.impression of 


a candidate. “Tv can clarify the image 
if it is blurred,” he said. “It can con- 
centrate, focus, emphasize, but it can- 
not create an image. It cannot make a 
fat man appear thin, it cannot make 
an inarticulate man silver-tongued, it 
cannot create sincerity where sincerity 
does not exist.” 

As testimonial to Mr. Whitebrook’s 
both Mr. Edmondson and 
Mayor Morelli brought their stands on 
important issues to the voters. Both 
men had specific opinions in their 
political platforms, as well as quali- 
fied backgrounds for the 
they sought. 

“Given the right issue,” said Mr. 
Whitebrook, “the effect of tv can be 
devastating. It was revealed in the 


thesis, 


positions 


waning days of a campaign in which 
I was recently involved that our oppo- 
sition had written a very damaging 
We had campaigning 
against a corrupt administration, and 
this letter drove home our point. Our 
candidate went on tv. 


letter. been 


He used no 
tricks, but spoke straight to the audi- 
ence and told them the story matter- 
of-factly. 

“What tv did was give him a chance 
to bring his case quickly to the voters 
in a way no other medium could. Per- 
haps you could say tv had a big hand 
in winning the election . . . but it was 
not tv, but the issue, that really turned 
the tide. Tv was, as it must always be, 
only the means.” 

Within past again 
proved its ability to dramatize a politi- 


weeks, video 
cal event and cause viewers to feel 
personally involved with the speakers. 
The occasion was the resignation of 
White House Sherman Adams, 
announced in a brief network broad- 
cast quickly followed by a rejoinder- 
telecast by Democrat Paul Butler. 
As noted by Mr. Whitebrook, how- 


ever, no matter how much sympathy, 


aide 


anger or feelings of righteousness or 
wrongdoing telecast speeches may en- 
gender, “Tv is only an instrument, 
and cannot create a candidate. It can 
be used well or badly. It can help a 
candidate, or it can damage him. At 
its best, it can show him clearly for 
what he is. It can help him explain 
clearly what he stands for. It can help 
him put the issues clearly before the 
voters. It cannot make anyone into 
something he is not. It will fail if he 
tries.” 
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w" major spot advertisers hav- 
ing completed their fall buying, 
and stations hanging out the SRO sign 
as far as available class A time goes, 
buyers are getting their first breathing 
spell in weeks. Still, a number of small- 
er companies and some overnight-de- 
cided campaigns are making a frantic 
scramble for any spots that might be 
open. Where print media can add extra 
pages to accommodate more advertis- 
ers, tv stations unfortunately can’t 
crowd more hours into the day. 


No Time in Baltimore 


“It’s fantastic,” said Mort Levinstein 


of AL&G Advertising, Baltimore. “We 
placed 20 spots for Tole-Kraft in New 
York and wanted about the same in our 
other markets. In Baltimore, three were 
the maximum we could buy.” 

A different type of problem is con- 
fronting a major spot advertiser who 
last year spent a reported $750,000 in 
placing a film show in about 36 mar- 
kets. Here, the trouble is not one of 
time, but of property. 

Nationwide Insurance Co. ran the 
26 CBS-TV episodes of half-hour Mama 
films for 52 weeks in most of its mar- 
kets. The results were, according to 
timebuyer Robert Glatzer and account 
executive Harold Graves, “extremely 
rewarding.” 

But last week the insurance firm an- 
nounced it had signed a $200,000 order 
with CBS Radio for six Edward R. 
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a review of 
current activity 
in national 
spot tv 


Murrow documentaries. 

“We are definitely not out of tv,” 
said Mr. Graves. “So far, we have not 
found the right property. Mama’s been 
run and re-run, and we must have 
something new. We have investigated 
the possibility of regional networks. 
We've considered buying a different 
show in each market (not good be- 
cause of the promotional difficulties) . 
And we’ve seen every possible series 
that’s been presented. Nothing has been 
deemed satisfactory.” 

A major obstacle, albeit one whose 
merits cannot be denied, is the attitude 
of Nationwide president, Murray D. 
Lincoln, who knows precisely what he 
wants. Highly conscious of the values 





Regal Adv. vice-president Charles 
W eigert handles schedules for Exquisite 
Form and MacFadden, among others. 





REPORT 


of good programming and public-serv- 
ice efforts, Mr. Lincoln has turned 
thumbs down on any action, adventure, 
military or similar series. 

Bob Glatzer stated, “All we want is 
a wholesome family show, perhaps an 
anthology. Don’t get the idea we 
haven’t seen anything we liked, but the 
few in which we were interested were 
either unavailable or at an impossible 
price.” 


Still Hunting Property 


While the amount of budget left for 
tv after the $200,000 radio network 
buy is subtracted was unobtainable, 
Mr. Glatzer’s closing words were: “We 
intend to be in tv in some form at the 
first of the year,” he said, “but this 
matter of not finding the right prop- 
erty yet is no disaster. Nationwide did 
excellently in print for many years. 
There’s nothing compelling us to rush 
into a bad buy right now, just for tv’s 
own sake.” 

Admittedly, Mama was an audience- 
pleasing series. Surely, somewhere 
there’s a show as good for an adver- 
tiser who wants to buy it. 


AMERICAN CHICLE CO. 
(Dancer-Fitzgerald-Sample, 


Inc., N. Y.) 


There was some indication that ADAMS 
grape-flavored gum might move into some 
children’s-show activity, but the latest word 
is that the company decided to hold off for 
the present. Jim Kearns is the timebuyer. 
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. Studio 57 (MCA) wsz-TV Wed. 10 ........12.4 
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ARB City-By-City Ratings for September 1958 


BALTIMORE 
3-Station Market 


TOP SYNDICATED FILMS 
Whirlybirds (CBS) wsz-Tv Tue. 9:30 ...... 20.0 
Sea Hunt (Ziv) wBaL-Tv Wed. 10:30 ...... 18.6 
Target (Ziv) weat-Tv Thu. 10:30 ........ 16.6 


Casey Jones (Screen Gems) wJz-TV Mon, 7:30.16.5 
I Spy (Guild) waz-Tv Tue. 10 .......+++--14.5 
The Tracer (MPA) wsz-TvV Mon. 10 .......13.7 
State Trooper (MCA) wBal-Tv Sun. 10:30 ..13.4 
The Honeymooners (CBS) wsz-Tv Sun. 10 ..13.2 
--2123.7 





Code 3 (ABC) wsz-TV Mon. 9:30 ......... 11.7 
Death Valley Days (U. S. Borax) 
WBAL-TV Mom. TF .nccccccccccccccessseces 10.6 
Popeye (AAP) wsz-tv Sun. 5:30 .........- 9.1 
Popeye (AAP) wsz-Tv Sat. 5:30 .........- 9.1 
TOP FEATURE FILMS 
Early Show wsz-tTv Sat. 6-7:30 p.m. ...... 14.2 
Early Show wsz-Tv Sun. 6-7:30 p.m. ...... 13.8 
Early Show wsz-tv Mon. 6-7:30 p.m. ...... 13.4 
Late Show wsz-Tv Sat. 10:30-1:30 a.m. ....12.5 
. Early Show wsz-Tv Tue. 6-7:30 p.m. ......12.2 
TOP NETWORK SHOWS 
~ Wyatt Mare WIGEU ccccccccccccccccccces 38.1 
I’ve Got a Secret’ WMAR-TV .......... --38.1 
Cheyenne WJZ-TV ......--. beeseesss .. 34.6 
Restless Gun WBAL-TV .......++---- .31.8 
- Tales of Wells Fargo WBAL-TV ............31.6 
Alfred Hitchcock Presents WMAR-TV ..... 30.2 
Real McCoys WJzZ-TV .........+--.- as - 29.7 
G.E. Theatre WMAR-TV ........ , . 29.0 
. I Love Lucy WMaR-TV ..... oe 27.9 
. Perry Mason WMAR-TY 27.9 


DETROIT 
4-Station Market 
TOP SYNDICATED FILMS 


1. Highway Patrol (Ziv) wsBK-TV Tue. 10:30 ..18.4 
2. Silent Service (CNP) wsBK-Tv Thu. 9 ......18.2 
3. Sea Hunt (Ziv) wsBK-Tv Sat. 7 ..........16.9 
4. Harbor Command (Ziv) wsBK-Tv Fri. 10:30 ..16.0 
5. Dr. Hudson’s Secret Journal (MCA) 
WWI-TV Tue. 10:30 ...cccccccccccces cece 4.8 
6. Popeye (AAP) CKLW-TV M-F 6 ..........-- 13.7 
7. Little Lulu (NTA) wsBK-Tv Sun. 12 n. ....13.1 
8. Death Valley Days (U. 8S. Borax) 
Wws-Tv Mon. 7 ...... Cevescecececoces ++ 12.3 
9. State Trooper (MCA) CKLW-Tv Tue. 7 ...... 12.2 
10. Sheriff of Cochise (NTA) OKLW-TV Wed. 7 ..11.7 
11. Annie Oakley (CBS) wxyrz-tv Sun. 6 ...... 11.6 
11. If You Had a Million (MCA) CKLW-TvV Mon. 9 11.6 
12. 26 Men (ABC) wxyz-Tv Sun, 6:30 ........11.4 
13. Medic (CNP) wseKk-tv Fri. 7 ...........-10.9 
14. Brave Eagle (CBS) cxkLw-tTv Wed. 6:30 ....10.5 
TOP FEATURE FILMS 
1. Command Performance OKLW-Tv Sun. 8-10 p.m. 17.3 
2. Million Dollar Movie OKLW-TV 
Gam. S2BO-B2B0 PM. cocccccccccsccscccccs 13.7 
3. Bill Kennedy Showtime OKLW-TV 
GU, DOSED GU. cccccescsiscccccce .13.6 
4. Million Dollar Movie CKLW-TY 
ee CIO DAR ceccccscccsss pes --12.8 
5. Million Dollar Movie CKLW-TVv 
Tie. 8:230-8 Pim. wccccccccccce: .12.6 
TOP NETWORK SHOWS 
Dee My SI ans cd cdowwtvatedas 34.9 
2. Cheyenne WXYZ-TV ........... 34.1 
3. Tales of Wells Fargo wws-tv ... . 29.1 
4. Lawrence Welk wxrz-TV ....... -28.2 
5. Schlits Playhouse WJBE-TV ..... 27.4 
5. Have Gun, Will Travel wsBK-TvV .... - 27.4 
6. Broken Arrow WXYz-TY - 26.7 
7. The Californians wws-Tv ..... 26.4 
8. I've Got a Secret WIBE-TV ............... 25.7 
9. Maverick wxyYz-TV .......... 25.4 
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BOSTON 
3-Station Market 
TOP SYNDICATED FILMS 


Highway Patrol (Ziv) wez-Tv Sat. 7 ....... 21.3 
Whirlybirds (CBS) waz-tv Tue. 7 ..........19.7 
Sea Hunt (Ziv) WHDH-TV Tue. oeeee eel 8.4 
Frontier (CNP) wnac-Tv Fri. 1 
26 Men (ABC) waz-tv Sun. 7 .......... oe 15.9 





. Damon Runyon Theatre (Screen Gems) 


WHDH-TV Tue. 10 ........- 
Kingdom cf the Sea (Guild) wHDR- “tv ‘Mon. 8 “14. 2 
Casey Jones (Screen Gems) 

Wsz-Tv Sun. 6:30 ....... Sedeeesecees 000 014.3 


. Death Valley Days (U. 8. Borax) 


WBE-TV Thu. 10:30 .....cccccceceeeeeeeeel3.5 
Men of Annapolis (Ziv) wNao-Tv Tue. 8:30 ..13.2 


. Harbor Command (Ziv) wNaoc-Tv Sun. 7 ....13.0 
. Sheriff of Cochise (NTA) wNac-Tv Sun. 6:30 .13.0 
. Studio 57 (MCA) wsaz-Tv Tue. 10:30 ......12.5 
. Men of Annapolis (Ziv) wNao-tv Sun. 6 ....11.2 
. Jeff's Collie (TPA) wez-Tv Sun. 6 ........11.0 


TOP FEATURE FILMS 


. Command Performance 


wez-Tv Sun. 1-4:30 p.m. 


- Boston Movietime 


WNac-TV Wed. 6:30-8:30 p.m. ........ o20023.2 
Feature Film wnao-tv Fri. 6-8 p.m. .......17.9 


. Screen Classics WHDH-TV Mon. 9:30-11 a.m...16.2 


5. Feature Film wNac-tv Thu. 6-7:30 p.m. ....14.4 
TOP NETWORK SHOWS 
1. Alfred Hitchcock Presents WNAO-TV ......... 37.2 
2. I've Got a Secret WNAOG-TV ..........-.+.+- 36.6 
3. Tales of Wells Fargo WBZ-TV ........... 36.4 
4. Ed Sullivan WNAO-TV ........---------+-+-34.0 
5. Father Knows Best WBZ-TV ...............- 31.5 
6. Best of Groucho WEZ-TV ............-.0--5- 30.2 
T. I Love Lucy WNAO-TV ........... ee ei 29.4 
8. To Tell the Truth WNAO-TY ............... 29.0 
9. G. E, Theatre WNAO-TV ........ ive sae a ae 
10. Wyatt Earp WHDH-TV .......... eee | 
LOS ANGELES 
7-Station Market 
TOP SYNDICATED FILMS 
1. Highway Patrol (Ziv) KTTV Mon. 9. ........ 14.4 
2. Sea Hunt (Ziv) KTTV Mon. 9:30 ........ -+-13.9 
3. Death Valley Days (U. S. Borax) KRoa Thu. 7 12.2 
4. Whirlybirds (CBS) KHJ-TV Mon. 7:30 ......11.5 
5. Search for Adventure (Bagnall) Koop Thu. 7 ..11.4 
6. 26 Men (ABC) ERoA Mon. 7 ........ sevece 10.9 
7. Sheriff of Cochise (NTA) ETTvV Sat. 7:30 ....10.5 
8. Highway Patrol (Ziv) KETTv Fri. 7:30 .......10.4 
9. Studio 57 (MCA) KETTV Sat. 8 ...........-- 9.4 
10. Frontier Doctor (H-Tv) mTtv Sat. 7 ........ 8.6 
11. Union Pacifie (CNP) xrca Wed. 7 ......... 8.3 
12. Code 3 (ABC) KTTV Tue. 7 .......0eeeeees 7.6 
13. San Francisco Beat (CBS) KTTv Sat. 9:30 ... 7.5 
14, Casey Jones (Screen Gems) KTTV Thu. 7:30 ... 17.3 
14, Science Fiction Theatre (Ziv) KTTv Sat. 9 ... 7.3 
TOP FEATURE FILMS 

1. Fabulous 52 KNxT Sat. 11-12:45 a.m. ......13.3 
2. Channel 9 Movie Theatre 

EHJ-TV Mon. 9-10:45 a.m. ..........- «++-123.3 
3. Feature Film xrca Sun. 10:30-12:15 a.m. ... 7.9 


+ 


o 


SRA AMANAS wwe 


Channel 9 Movie Theatre 
EHJ-TV Tue. 9-10:45 a.m. .......0--000es 6.9 


. Big Hit Movies ENxT Fri. 10:30-12 m. ...... 6.3 


TOP NETWORK SHOWS 


Have Gun, Will Travel KNXT .............. 36.1 
Wyatt Earp KABO-TV .......... errr. 
. Tales of Wells Fargo KROA ............... 28.0 
What's My Time EMET ...........cccceces 26.2 
Best of Groucho KROA .................0045 25.2 
People’s Choles EROA ...............-.20.: 24.8 
Mieek BisDege MARGE 2... 2. cece ccccceces 24.8 
Ee ED GED peees csccccseccvososees 24.2 
SE INS 16.5 4's 0:64.42 op deddculedestd 24.2 
Cheyenne KABO-TY ... oacwhettanwke wee 22.8 
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CHICAGO 
4-Station Market 
TOP SYNDICATED FILMS 


State Trooper (MCA) wnsq Wed. 9:30 ....25.4 
Silent Service (CNP) wnBq Tue. 9:30 .......24.0 
The Honeymooners (CBS) woN-Tv Thu. 9:30 ..20.7 


. Sea Hunt (Ziv) won-tTv Wed. 8:30 ......... 20.2 


Code 3 (ABC) wake Fri. 9:30 ............18.4 
San Francisco Beat (CBS) wen-Tv Wed. 9 ...16.9 
Highway Patrol (Ziv) won-tv Fri. 8 .......16.8 


. Whirlybirds (CBS) won-tv Thu. 9. ........15.7 


Men of Annapolis (Ziv) wGN-Tv Mon. 9 .....14.7 


Harbor Comand (Ziv) won-tTv Thu. 8. ...... 14.0 
African Patrol (Gross-Krasne) 
WBEM-TV Tue. 9:30 ...... eeccccsccce eee el3.3 


Stories of the Century (H-Tv) wBkKB Thu. 9:30 13.1 
Mr. District Attorney (Ziv) wBKB Tue. 9 .....12.7 
Studio 57 (MCA) woNn-tTv Mon. 9:30 .......12.4 
Death Valley Days (U. S. Borax) 

WON-EE Bas. O2BO .ncscccccccccecsccescs -11.9 


TOP FEATURE FILMS 


. Champagne Movie wGNn-Tv Thu. 10-11:30 p.m. 37.8 
. Best of CBS wapM-tv Sat. 11-1:30 a.m. .....24.9 
. Feature Film won-tv Fri. 10-12 m. ......+-18.8 


Movie 5 wnBQ Sun. 9:30-11:30 p.m. ..... --16.4 

- Movietime U.S.A. WBEB Tue. 10 ........++- 14,1 
TOP NETWORK SHOWS 

What’s My Line WBBMTV ............+-+5. 38.8 

I’ve Got a Secret WBBM-TV ............+55- 30.9 

Decision WHBQ 2c cccccccccccccccesssccess 27.6 
. Alfred Hitchcock Presents ‘wasa- OY s0nesee un 27.2 
_ TTT TC TT Tre Tee 27.0 

E Bee BAP WUBESG ccc ccs cicecccccvcss 26.6 

Wyatt Earp WBKB ..........--. Saseeenest 26.1 

Have Gun, Will Travel wBBM-TV ...........25.4 
. Tales of Wells Fargo WNBQ ......... -. 35.0 
. Father Knows Best WRKB .......... -- 24.5 

NEW YORK 
ARBITRON 
7-Station Market 
TOP SYNDICATED FILMS 

Sea Hunt (Ziv) woss-tv Sat. 10:30 ........ 27.2 

Mike Hammer (MCA) wroa-Tv Tue. 10:30 ..16.5 

Target (Ziv) wcops-Tv Sat. 7 .........++6- -15.8 

State Trooper (MCA) wrca-Tv Wed. 10:30 ..14.5 

Heckle and Jeckle (CBS) worns-Tv Sat. 10 a.m. 12.8 
. Annie Oakley (CBS) waso-tv Sun. 6 ....... 10.7 
. African Patrol (Gross-Krasne) 

WNBW-TV Mon. 7:30 .....ccccccrccccccces 10.0 


- Boots and Saddles (CNP) wrca-tv Thu. 7 ... 9.8 


Annie Oakley (CBS) wazno-Tv Sat. 6:30 .... 9.7 
Highway Patrol (Ziv) wroa-Tv Mon. 7 ...... 9.6 
Jungle Jim (Screen Gems) waBo-Tv Sat. 7 ... 9.3 
Northwest Passage (MGM-Ty) 


WHERE Bae. FBO. .ncccocsvcccccsccceces 9.3 
. Death Valley Days (U. S. Borax) 

WRENS Wal. F ccccccccccecccccccsccces 8.2 

26 Men (ABC) waBo-Tv Fri. 9 .......2000% 7.8 

Brave Eagle (CBS) wrrx Sat. 7 ........ coe 8.5 


TOP FEATURE FILMS 


Late Show woss-tv Fri. 11:15-1 a.m. ....... 17.8 
Movie 4 wrca-Tv Sun. 10:30-12:30 a.m. ....17.1 
Late Show woss-Tv 11:15-1:15 a.m. Sat. ....15.4 
Early Show woss-Tv 5:30-7 p.m. Wed. ......13.5 


Late Show wons-Tv 11:15-1:15 a.m. Thu. ....12.5 
TOP NETWORK SHOWS 
Gunsmoke WOBS-TV ...... tempene6enee eee 
Perry Como WROA-TV .... . ....38.5 
. I Love Lucy Woss-TV ........ . ; 30.9 
- Decision WROA-TV ............ sesesenat 29.3 
Have Gun, Will Travel wops-Tv ......... 28.0 
TES GIG WHS occ sccccceccccsecsece 27.4 
Line-Up WCBS-TV ...... nee ewie> woneenie 26.2 
Bob Cummings WRCA-TV ................00- 23.3 
PE MED ceccvewccsnccevsensccecen 22.7 
Jack Benny WOBS-TV ....... 22.4 








_ eS 

















ARB City-By-City Ratings for September 1958 


CINCINNATI CLEVELAND COLUMBUS, 0. 











3-Station Market 3-Station Market 3-Station Market 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
1. Mike Hammer (MCA) wkao-Tv Wed. 9 ....26.1 1. Highway Patrol (Ziv) wsw-tTv Fri. 10:30 ..27.7 1. Death Valley Days (U. 8. Borax) 
2. Death Valley Days (U. 8. Borax) 2. Silent Service (CNP) wsw-tv Sat. 10 .....25.6 = eee 38.2 
WERO-TV Bri. T ..csseereccecesseececees 11.9 3. State Trooper (MCA) KYw-Tv Tue. 9:30 ....24.9 2. Highway Patrol (Ziv) wens-rv Tue. 10:30 ..26.0 
3. Whirlybirds (CBS) wkro-tv Sat. 10 ....... 17.2 4. Sea Hunt (Ziv) wsw-tv Thu. 9 ... 3. Sea Hunt (Ziv) wens-Tv Thu. 8 ............ 20.0 
4. Sea Hunt (Ziv) wkRo-Tv Thu. 7:30 ....... 16.8 5. The Honeymooners (CBS) Krw-tv Tue. 4. Whirlybirds (CBS) wrvn-tv Thu. 7 ........ 19.8 
5. Dr. Christian (Ziv) wkRO-Tv Mon. 7 ....... 13.7 6. Public Defender (Interstate) wews Fri. 9 ...18.1 4. Mike Hammer (MCA) wrvn-tv Fri. 9:30 ..19.8 
6. Star and The Story (Oficial) 7. Sheriff of Cochise (NTA) Kxw-Tv Thu. 7:30 .17.6 5. Jeff's Collie (TPA) wans-rv Wed. 6:30 ....17.4 
_ WOPO-TY Tus. 9:30 ......0..+---00eeeee 13.1 8. Harbor Command (Ziv) KYW-Tv Sat. 10:30 ..15.9 6. The Tracer (MPA) WIVN-TV Tue. T ........ 15.8 
T. 26 Men (ABC) wiw-T Thu. 7 ........... 12.8 9. Unicn Pacifie (CNP) Krw-TvV Wed. 10:30 ..14.9 7. The Honeymooners (CBS) wens-Tv Sat. 7 ..15.6 
8. Harbor Command (Ziv) wiw-T Sun. 10:30 ..12.4 10. Death Valley Days (U. S. Borax) 8. San Francisco Beat (CBS) wrvn-tv Wed. 7 ..15.0 
9. Highway Patrol (Ziv) wkRO-TV Sat. 10:30 ..12.2 pean Gee, BOD a casdacecdsccucs et 9. Harbor Command (Ziv) wrvn-tv Fri. 10:30 ..14.8 
10. Tugheat Annie (IPA) wiw-2 Men. f ...... 11.0 11. Popeye (AAP) Kyw-tTv M-F 5 .........+05. 14.7 10. Badge 714 (CNP) wens-rvy Thu. 7:30 ....14.2 
11. Steve Donovan, Western Marshal (NBC) 12, Waterfront (MCA) wews Fri, 10:30 .......13.5 11. Union Pacifile (CNP) wrvn-rv Thu. 10 ....13.1 
WERO-TV Tue. 6:30 ...--sseeeeerseeeeees 10.3 13. Dial 999 (Ziv) wews Tue. 10:30 ........ 12. Gray Ghost (CBS) wens-tTv Fri. 7:30 ...... 12.9 
12. Stories of the Century (H-Ty) 14. San Francisco Beat (CBS) wsw-tv Thu. 8:30 .12.5 12. Frontier Doctor (H-Tv) wrvn-tv Tue. 6:30 ..12.9 
WERO-EV Mem. 6:50 22 -000000esecrscrees 48.0 15. Medic (CNP) wsw-tTv Tue. 8:30 ..........10.8 13. 26 Men (ABC) wiw-o Wed. 10:30 ........12.1 
13. Star and the Story (Official) wopo-Tv Fri. 9 .. 9.7 15. D. Fairbanks Presents wews Tue. 10 ...... 10.8 
14. Dr. Hudson’s Secret Journal (MCA) 
WOPO-TV Tee. 10:80 ..ncccccccccccccccces 9.3 
14. I Spy (Guild) woro-tv Thu. 10:30 ........ 9.3 TOP FEATURE FILMS 
TOP FEATURE FILMS 
° Ns- 
TOP FEATURE FILMS Mibmetn —_ Sax —_ ate 
2. Early Show Krw-tTv Wed. 5:45-7:15 p.m. ..14.6 2. Lex Mayer’s Theatre wrvn-Tv Sun, 10-12 m. .11.17 
1. Gold Cup Matinee wuw-r Thu. 5-6:30 p.m. .. 9.3 3. Premiere Theatre wsw-Tv Sat. 12-2 am. ..14.4 3. Best of MGM wiw-c Sun. 6-7:30 p.m. .... 9.9 
2. Gold Cup Theatre wiw-T Fri. 11:15-1 a.m. .. 8.9 4. Early Show kyw-tv Thu, 5:45-7:15 p.m. ..14.2 4. Best of Hollywood wrvn-tv Sat. 6-7:30 p.m. . 9.7 
3. Gold Cup Matinee wiw-T Sun. 5:30-7:30 p.m. . 8.8 5. Early Show Krw-tv Fri. 5:45-7:15 p.m. ..14.0 5. Strawhat Theatre WrvN-Tv Sun. 5-6:30 p.m. . 9.6 
4. Home Theatre wkKROo-TV Sun. 11:15-12:45 a.m. 8.6 
5. Gold Cup Matinee wiw-T Fri. 5-6:30 p.m. .. 8.0 
TOP NETWORK SHOWS TOP NETWORK SHOWS 
TOP NETWORK SHOWS 
2. Bestiens Gk BEG oc ccccvcscckscsessece 36.4 
s. ‘Ceedst See eee 4409 G, TE SE MI asccacanwcdssecccestwae 32.4 1, Wyatt Earp WTVN-TV ...... rreeeeeeees S88 
“y poche Aco aeeeme Leena es ose ed 3. Tales of Wells Fargo KYW-TV ............. 31.6 2. I've Got a Secret WBNS-TV ........... 38.0 
ae oon ae... ee i See ME NE a ad nena none naennnee 31.6 3. Cheyenne WTWN-TV ............ . 37.5 
re pw ee ane tt eceae 2 4. CHOFEMMO WWE 2 occ cccccccccccscescccecs 31.2 4. Real McCoys WIWN-TV ....+-++----0+> -+-35.8 
4. Rest MeCays kctictay ciel pect tal oo 86.1 S, SE I: Aa ccncvenesecshccuscave ctu 5. Have Gun, Will Travel wens-tTv . -- 34.8 
Se ee Ee ree ets e <5 e5 dank eee 6. Father Knows Best KYw-TV ............... 28.5 6. Perry Mason WBNS-TV ..... ++ -321 
C. BEE ES SS nsetnresses oe 7. Have Gun, Will Travel wJw-Tv ..... ee 1. The Millionaire WBNS-TV .. ve eee 82.6 
7. Schlits Playhouse WERO-TV .....-..-.-.--+- 33.0 ©. 5 ee BA OE, no's 5 ccc nda dencars ..27.6 8. Maverick WTVN-TV ....... . eee 
8. Have Gun, Will Travel WKRO-TV . .31.8 6. Ive Gt 0 ek wre*e ....... ... 99.2 8. Tales of Wells Fargo wiw-c . _.81.5 
9. Wagon Train WLW-T ........-- --31.0 9. I Love Lucy WBNS-TY ...... 30.0 
10. I Love Lucy WKRO-TV .........-. ose .--30.9 
SAN FRANCISCO 
PHILADELPHIA i itactties, Windies WASHINGTON, D. C. 
(ite Rete TOP SYNDICATED FILMS 4-Station Market 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv) KRON-TV Tue. 7 ...........19.2 
1, Mike Hammer (MCA) woau-Tv Tue. 10:30 ..16.3 2. Highway Patrol (Ziv) KRON-TV Tue. 6:30 ....15.0 . 
2. Popeye (AAP) WFIL-TV M-F 6 ...........- 15.6 2. The Honeymooners (CBS) KRON-TY Thu. Tf ...15.0 1. Gea Hunt (Ziv) waat-rv Pri. 10:30 ...... 16.7 
3. Confession (Confession, Inc.) wiL-Tv Tue. 10 14.7 3. Kingdom of the Sea (Guild) KRON-TV Mon. 7 ..14.6 3. Harbor Commend (Ziv) waat-tv Bri. 10 ....15.8 
4. Death Valley Days (U. S. Borax) 4. Decoy (Official) KPrx Tue. 9:30 ....... ..e-18.0 3. Silent Service (CNP) wmat-Tv Sun. 7 ...... 14.1 
WUUESO Bt. Ginn sn cesaeecscanccnens -- 13.9 5. Big Story (Official) KRON-TV Mon, 7:30 .....12.6 4. Highway Patrol (Ziy) wror-tTv Sat. 7 ...... 13.6 
5. The Honeymooners (CBS) wrov-Tv Tue. 7 ..13.7 6. Harbor Command (Ziv) KRON-TV Wed. 6:30 ..12.4 5. Mike Hammer (MCA) wno-Tv Tue. 10:30 ..13.4 
6. State Trooper (MCA) wrov-Tv Thu. 7 ...... 13.0 7. Sheriff of Cochise (NTA) KRON-TY Wed. 7 ...11.8 6. Sheriff of Cochise (NTA) wao-tv Thu. f ...13.3 
7. Highway Patrol (Ziv) wrov-Tv Tue. 10:30 ..12.8 8. Steve Donovan, Western Marshal (NBC) 7. Medic (CNP) wrrG Mon. 9:30 ......+.+++ 12.7 
8. Mr, District Attorney (Ziv) WUT STD issincecccncabdchnecetoncs 11.0 8. 26 Men (ABC) wMaL-Tv Sun. 6:30 ...... 13.3 
ne ff 11.3 9. Men of Annapolis (Ziv) KRON-TV Men. 6:30 .. 9.6 9. Death Valley Days (U. S. Borax) 
9. Secret File, U.S.A. (J. Basalm) 10. Silent Service (CNP) KRON-TV Sat. T ....... 9.0 WRO-TV MOM. T ..+--seereereccrceseseees 13.1 
ise MN NR SO 10.6 11. Search for Adventure (Bagnall) KPrx Wed. 6:30 8.8 10. Heckle & Jeckle (CBS) wropr-tv Sat. 10 ....11.7 
10. 26 Men (ABC) wrov-tv Wed. 7 ........-. 10.3 12. Seience Fiction Theatre (Ziv) 11. Selence Fiction Theatre (Ziv) 
11. Boots and Saddles (CNP) wrov-Tv Wed. 10:30. 9.8 ERON-TV The. 6:30 ...0ccccccccccccccees 8.6 WRMIPRT DUB ccccssscenesscesccccccoes 2.5 
11. Harbor Command (Ziv) woau-tv Fri. 7 .... 9.8 13. Death Valley Days (U. S. Borax) 12. State Treaper (MCA) waat-rv Tus, 10 ....10.¢ 
12. Heckle and Jeckle (CBS) woau-tv Sat. 10 .. 9.5 BTvu-TV Mom. F 2... cccccccccccce ccccccee 8.4 13. Studio 57 (MCA) wrop-Tv Tue. 10:30 ....10.1 
13. Popeye (AAP) writ-Tv Sat. 6 ............ 9.2 14. Frontier Doctor (H-Tv) KTvu-Tv Mon. 7 .... 8.0 14. The Honeymooners (CBS) wro-rv Tue. 7 .... 9.7 
14. Silent Service (CNP) writ-tv Sun. 6:30 .... 9.1 14. Studio 57 (MCA) KRON-TV Tue. 10:30 ...... 8.0 15. Last of the Mohicans (TPA) wro-ty Wed. T .. 9.5 
TOP FEATURE FILMS TOP FEATURE FILMS TOP FEATURE FILMS 
1. World’s Best Movies WFiIL-TV Fri. 10:45-2 a.m. 14.0 1. Channel 2 Presents KTVU-TV Tue. 8:30-10 p.m. 15.5 1. Movie 4 wro-Tv Sun. 10:30-12:30 a.m 15.0 
2. Stage S wriL-Tv Tue. 11-1:15 a.m. ........ 12.3 2. Fabulous Features kprx Sun. 5:30-7 p.m. .....14.0 2. Late Show wror-tv Sat. 12-2 a.m. .10.4 
3. Movie 3 waov-ev Sun. 10:30-12:30 am. ....- 43.0 3. Channel 2 Presents KTVU-TV Mon. 8:30-10 p.m, 13.0 3. Early Show wTor-Ty Sat. 5:30-7 p.m. ae 
: pet oped a poe a 2 4. Best of MGM Koo-Tv Sat. 10-12 a.m. .......11.8 4. Early Show wror-tTv Mon. 5-6:30 p.m. .... 6.9 
e Le . while . Secrr eee eS . . e ° ° 
5. World’s Best Movies WFIL-Tv Thu, 11-2 a.m... 1.8 ee ee Or Se, OSE OM one! SS ©, Sete Clee Cera OE. SEAS Om. «. 8 
TOP NETWORK SHOWS TOP NETWORK SHOWS TOP NETWORK SHOWS 
1. Wyatt Harp WREL-TV 2.2.0.2... ccc cee ncees 37.0 1. Tales of Wells Fargo KRON-TV ............ 30.8 1. Wyatt Earp WMAL-TY ...... 35.5 
2. I've Got a Secret WOAU-TV ..... mab 40st DS. GE HOY osc coc es scucwstvencived 29.5 2. Tales of Wells Fargo wro-Ty .. 34.5 
3. Cheyemms WUTKEV ccccccccccessccsccccccs 33.0 3. Wagon Train KRON-TV .........-.--ceeeeee 28.6 3. Restless Gun WRO-TV .......+.+- 30.4 
4. Tales of Wells Fargo WROV-TV ............. 32.6 6. SRE WEE hccc ccs cessccscnévessies 28.4 4. Cheyenne WMAL-TV ......--+++++ 30.3 
5. Alfred Hitchcock Presents WOCAU-TV ......... 32.1 S. BAR GeRRWOR MPG ccccccccccncscccccscsves 27.4 5. Have Gun, Will Travel wroP-ty .. 30.0 
6. Bank Bietame WUUEMKEG cc cc sce wecccscccs ..30.4 6. Wyatt Earp KGO-TV .ccccccsecesccsscscees 26.6 6. Twenty-One WRO-TV ......sscccees .29.1 
7. Decision WROV-TV .........-- bivadantenae 27.6 7. Have Gun, Will Travel KPIX .............+++ 26.2 T. I’ve Got a Secret WTOP-TV ........ 26.7 
8. Restless Gun WRCV-TV ..... rrr, 8. Restless Gun KRBON-TV .........00-sseee8 26.0 8. Alfred Hitchcock Presents wWTor-TY . . 26.4 
9. To Tell the Truth WOaU-TV .............-.- 25.7 9. Lawrence Welk KGO-TV ...........--0-se008 25.8 9. Real McCoys WMAL-TV ......550055: «+++ 085.9 
9. Ed Sullivan WOAU-TV .....00eeee- sere eeeee 25.7 20. G. Wh Dhemtwe MOTE occ cc cccccrccccscccses 25.6 10. Maverick WMAL-TV ......-.eeeeeeees ~++-35.5 
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BEST FOODS, INC. 
(Dancer-Fitzgerald-Sample, 
Inc., N. Y.) 


The repeated flurries of activity for 
HELLMANN’S mayonnaise continue with 
two-week placements of day and night 
minutes in several selected markets. Bob 
Decker is the timebuyer. 


BEST FOODS, INC. 
(SSC&B, N. Y.) 


Quite a large number of markets have been 
added to the initial eight set last month 

for H-O QUICK and INSTANT oats. 
Filmed day and night minutes are set for 
about six-week runs. Robert Anderson 

is the timebuyer. 


BRISTOL-MYERS CO. 
(DCS&S, N.Y.) 

It was reported that IPANA toothpaste 
might be placing spot schedules in a few 
markets in supplementary action to its 
regular schedules in the off-and-on deal 
with General Foods. Ed Green is the 
timebuyer. 


CALO DOG FOOD CO. 
(Foote, Cone & Belding, San 
Francisco) 


Spot activity in the form of a five-week 
intensified campaign is noted in west-coast 
markets for this dog food. Account 
supervisor Charles Cooney is the contact. 


CARLING BREWING CO. 
(Lang, Fisher & Stashower, Inc., 
Cleveland) 


This brewery recently wrapped up a 
22-market buy of Championship Bowling 
for BLACK LABEL beer. Schedules 

will run throughout the winter until the 
product picks up baseball-sponsorship next 
year. Garry McKelvey is the chief 
timebuyer and contact. 


COLGATE-PALMOLIVE Co. 
(Ted Bates & Co., Inc., N. Y.) 


Selected markets across the country are 
being used for placements around the 
network telecasts of football and hockey 
games this fall and winter. Minutes for 
PALMOLIVE shaving cream will be used. 
Mrs. Eileen Greer is the timebuyer. 











HERB ZELTNER, assistant media 
director at Lennen & Newell, New 
York, is taking over temporarily on 
Lorillard. DANIEL CHARNAS, who 
had been associate media director on 
the account, left the agency to be- 
come media director of the P. Loril- 
lard Co. 

DAVE LAMBERT, timebuyer on 
Parliament at Benton & Bowles, New 
York, has left the agency to join 
WPIX, same city. 

LEONARD HYDE, formerly with 
Foote, Cone & Belding, has been 
named media manager of the Detroit 
office of Leo Burnett. 

DAVID CRANE has been appointed 
vice president and account supervisor 
at Ogilvy, Benson & Mather, New 
York. He had been at Benton & Bowles 
in the same capacity and prior to that 
vice president in charge of media at 
B&B. LEE RICH, who had been vice 
president and director of media at 
B&B, will take over Mr. Crane’s duties, 
with the title of vice president in 
charge of media. 





~saueunencenseanepereneneenensngveveaneagcnstevevenuusvcsnusveanvengensnuaee 





Personals 


NATE RIND has been promoted 
from assistant to full timebuyer at 
Foote, Cone & Belding, New York. 
He'll be handling on TWA, General 
Foods and Angostura. 


MARY LOU BENJAMIN, who has 
been broadcast media buyer at L. H. 
Hartman, New York, is joining Grey 
as broadcast buyer. PAT GILBERT, 
space buyer at Hartman, is being pro- 
moted to broadcast media buyer. She 
will be buying on all the agency’s ac- 
counts, including Grand Union, Merkel 
Meats and Mrs. Wagner’s Pies. 


DON OSTEN, formerly chief space 
buyer, has been promoted to a media 
group supervisor at Gardner Adver- 
tising, St. Louis. He was previously 
media and research director for Lara- 
bee & Assoc., Washington, D. C. 


THOMAS COSGROVE has joined 
Platt & O’Donnell, New York, as vice 
president and radio-ty director. Al- 
though the company doesn’t use broad- 
cast as yet, it is contemplating doing 
so in the near future. 





CONSOLIDATED CIGAR CO. 
(Lennen & Newell, Inc., N. Y.) 


A new miniature corona cigar, MURIEL 
CORONELLA, has been launched in New 
York via a saturation spot schedule running 
for 13 weeks. Filmed minutes are being 
used. Marion Jones is the timebuyer. 


CONTINENTAL TRAILWAYS 
BUS SYSTEM 
(Sanders Adv. Agency, Inc., Dallas) 


The manager of this organization’s Pacific 
division reportedly announced the company 
would add five new northwestern markets 
this week to the currently used list of 
Seattle, Portland (Ore.), Boise, Twin Falls 
and Eugene where half-hour film programs 
run. Activity might be indicated in other 


divisions. P. H. Apple is the media director. 











FLAMINGO T 


akan ald as 
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HIGH RATINGS 


FIRST RETURNS SHOW CITIZEN 
SOLDIER LEADING HIGHLY SUC- 
— NETWORK COMPETI- 


OVER 2 TO 1 
San Antonio, 9:30- 
Texas August 27, 1958 10:00 PM 


KONO Citizen Soldier 21.5 
WOAI Frontier Doctor 17.7 
KENS S. Steel 9.8 


Source ARB 


509 MADISON AVE. 
NEW YORK 22,N.Y. 











Kids’ Day at Park 


In the opinion of one Okla- 
homa City amusement-park owner, 
television is an able ally of the 
weatherman in stimulating sum- 
mer business. Marvin Staton, 
owner and operator of Spring- 
lake Amusement Park, credits the 
promotion of a Giant Kids’ Day 
by wky-Tv Oklahoma City for a 
near-record crowd and a healthy 
20-per-cent gain in business over 
the same day in 1957. 

WKY-TV’s third annual kiddie 
event was held on Aug. 7, follow- 
ing a week of heavy on-the-air 
promotion supported by display 
Opening officially 
with a remote telecast at 12:30 
p-m., the day’s events included 
two remote telecasts—filling one 
hour and 45 minutes of air time 
—a talent show which offered 
prizes consisting of paid appear- 
ances on tv, an autograph party 
with favorite local tv personali- 
ties, three 


advertising. 


circus-act perform- 
ances, a see-yourself-on-tv gim- 
mick and a spectacular fireworks 
display. 























Doug Humm of Charles W. Hoyt Co. 


buys on Knox gelatin, Arnold Bakery 


products and Blueberry Co-op Assn. 


CORN PRODUCTS REFINING 
co. 
(Donahue & Coe, Inc., N. Y.) 


At press time, KASCO dog food was 
considering some schedules for a fairly 
limited campaign, but markets and dates 
were indefinite. Evelyn Lee Jones is the 
timebuyer. 


EVERSHARP PEN CO. 
(Benton & Bowles, Inc., N. Y.) 


In line with Paper-Mate, Shaeffer and 
other pen makers using spot in a holiday 
push, there are indications this company will 


IN PITTSBURGH... 


take TA 
and see 


Nothing like a spot of TAE to perk up your 
Pittsburgh schedule. Exclusives like the MGM film 
package, on-location Telecom news coverage, 
Pittsburgh’s most elaborate production set-up, 
make TAE-time so stimulating! 

WTAE is new; so pick up the prime spots 
while they’re hot. Take TAE and see. 
But first see your Katz man. 


BIG TELEVISION IN PITTSBURGH 


make its initial spot placements this season. 
Nighttime minutes and ID’s should go for 
brief runs in major markets. Al Hornell 

is the timebuyer. 


EXQUISITE FORM BRASSIERE, 
INC, 
(Regal Adv., Inc., N. Y.) 


This firm is set until the first of the year 

in about 65 markets where it’s running 
nearly $35,000 worth of time weekly. It uses 
both day and night minutes—50 seconds 
of commercial plus a 10-second local-store 
credit. Charles Weigert is the buying 
contact. 


J. A. FOLGER CO. 

(Harris, Harlan, Wood Adv., Chicago) 
Activity is reported in west-coast markets for 
FOLGER’S instant coffee, with heavy 
schedules of minutes and 20’s placed for 


about a dozen weeks. Media director Doris 
Williams is the contact. 


FORD MOTOR CO. 
(J. Walter Thompson Co., Inc., N. Y.) 


For the introduction of the new models this 
month, the auto-maker was setting schedules 
of night minutes and 20’s in top markets 

to run this week and next. Allan Sacks is 
the timebuyer. 


FOSTER-MILBURN CO. 
(Street & Finney, Inc., N. Y.) 


Slight renewal activity was reported for 
DOAN’S pills in the few markets it’s been 
using regularly with scehdules of day 

and night minutes. No expansions are in 





TV Sells Foods 


Advertisers interested in assess- 
ing the sales potency of televi- 
sion might consider the tv suc- 
cess of Hirsch Bros. & Co., mak- 
ers of Paramount Foods. Since 
the company’s 1955 tv advertis- 
ing debut on the Paul Dixon 
Show over WiLw-T Cincinnati, 9- 
10:30 a.m. daily, its sales in- 
creases have been between 2934 
per cent and 4234 per cent on an 
average. 

In a commendatory letter to 
Mr. Dixon, a company spokes- 
man, noted: “. . . In the three 
years we have been on your 
show, these increases run into 
hundreds of thousands of dollars 

. which is a lot of jars of 
pickles. And the only advertis- 
ing we have done has been on the 
Dixon show.” During 1951-1954, 
the firm’s highest sales increase 
was 31% per cent. 
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the works, however. Helen Thomas, 
vice president, is the timebuying contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 
Spot activity in a large number of top 


markets was noted in the works for regular 
MAXWELL HOUSE coffee. Night minutes 


should be set. Dick Walken is the timebuyer. 


GEORGE W. HELME CO. 
(Cunningham & Walsh, Inc., N. Y.) 


This producer of snuff continues its steady 
schedules in about six southern markets, 
with the latest placements beginning this 
month and running well into December. 
Night minutes and 20’s in prime times are 
used in strong frequencies. Frank Martin is 


HENDERSON SUGAR 
REFINERY, INC. 

(Walker Saussy Adv., Inc., New 
Orleans) 


Renewal activity is reported on the schedules 
this company has been running in its 
southern markets. Placements are for 13 
weeks generally. Vice president Joseph 
Shields is the contact. 


HUDSON PULP & PAPER CORP. 
(Norman, Craig & Kummel, 
Inc., N. Y.) 


For its tissues, etc., this company had been 
looking into availabilities in selected markets 
at press time, but had made no definite 








the timebuyer. 
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moves. Account man Ben Britt noted that 


NEW WLWA 


TOWER OF STARS 


beams over GEORGIA with 
sweeping new coverage 


REACHING—(in Georgia alone 


68% of Georgia population 

Over 3,000,000 people—2 /3 of a million increase 
117 Counties—a 43-County increase 

70% of Georgia income—$3, 733,849,000 

70% of Georgia retail sales —$2,681,646,000 


The revolutionary new WLW-A Tower of Stars 
has changed the entire television picture in 
the South. It’s the first ‘‘traveling wave’’ trans- 
mitting Tower east of the Mississippi and the 
second in the Country! 


With this tremendous new power Tower, 
WLW-A now reaches over Georgia with the 
star ABC Network and local programs for the 
greatest entertainment iineup and widest cov- 
erage ever! 


one of the 6 famous WLW Stations 


WIW-O sum 


full ABC Network Affiliation 


Sales Offices: New York, Cincinnati, Chicago, Cleveland 
Sales Representatives: NBC Spot Sales—Detroit; Tracy 
Moore & Associates —Los Angeles, San Francisco; Bomar 
Lowrance & Associates, Inc.—Atlanta, Dallas. 


Crosley Broadcasting Corporation, a division of Aveo 


GB&B Expands 


Because it believes that “adver- 
tising is a part of marketing, and 
the most important part...” and 
that “if the rest of the marketing is 
less efficient than it should be, it 
may nullify the effects of the ad- 





4 
MR. CRISP 


vertising, no matter how good it 
may be,” Guild, Bascom & Bon- 
figli, San Francisco, has pur- 
chased Richard D. Crisp & Assoc., 
Chicago, a nationally known firm 
of marketing consultants. Mr. 
Crisp will be director of marketing 
at what will now be GB&B’s Chi- 
cago offices. 

The nine-year-old agency has 
just hit the $12-million billings 
mark, and includes among its 
clients Breast-O’-Chicken tuna, 
Heidelberg Brewing, Ralston 
Purina, Rival Packing and Best 
Foods’ Skippy peanut butter and 
Nucoa margarine. Guild, Bascom 
& Bonfigli places 80 per cent of its 
ad budgets in television. 





KTRK-TV, channel 13 














spot probably would not be the pri 
broadcast medium used this season, although 
things were still “up in the air.” Inez 

Aimee is the Hudson timebuyer. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., St. 
Louis) 

Now that this agency has acquired all the 
divisions of the shoe-making giant, it’s begun 
to lay spot plans for next year. An eight- 
week campaign will kick off early next 
March in 130 markets, with about 1,700 
spots per week used to promote various 
brands. Minutes will be used and will 
feature local-dealer tags. Media manager 
Fred Wuellner is the contact. 


S. C. JOHNSON & SON, INC. 


(Benton & Bowles, Inc., N. Y.) 


Next month should see some limited 
schedules begin running for GLADE air 
freshener. Nighttime minutes are used. 
Peter Berla is the timebuyer. 


H. W. LAY & CO. 

(Liller, Neal, Battle & Lindsey, Inc., 
Atlanta) 

In renewal activity in the south, LAY’S 





potato chips are adding some 13-week 
schedules this month. About four spots per 
week is the frequency. Media director 
Pamela Tabberer is the contact. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc.,N.Y.) 


Following the brief schedules set last month 
for LUCKY WHIP, similar placements in 
some (not all) of the same markets‘ are 
being made. Daytime minutes and 20’s are 
used, with some nighttime spots. Jeanne 
Tregre is the timebuyer. 


LEVER BROS. CO. 
(J. Walter Thompson Co., Inc., N. Y.) 


As noted here during the summer, sporadic 
activity is on in scattered markets for 

LUX LIQUID, with day and night minutes 
and 20’s being set as earlier placements 
expire. John Gray is the timebuyer. 


McCORMICK & CO., INC. 
(DCS&S, N.Y.) 


The placements for FLUFFY instant 
potatoes noted here last month were a 
little late getting under way. Daytime 
minutes are now going in about eight top 
markets for 10-week runs. Robert Widholm 
is the timebuyer. 





Program Profile . . 


Film; NBC-TV; 8:30-9 p.m. EDT 
Mon. Opposite Father Knows Best 
CBS-TV; Bold Journey ABC-TV. On 
television since March 18, 1957. Tele- 
vised in 165 markets. Star: Dale 
Robertson. 

Sponsors: American Tobacco Co. 
for Pall Mall, and Buick division of 
General Motors Corp. 

American Tobacco Co. estimated 
1958 network cumulative gross time 
cost for the show through July: 
$1,018,941; 1958 spot expenditure 
through June: $949,200. Alan C. Gar- 
ratt, advertising manager. Sullivan, 
Stauffer, Colwell & Bayles, agency. 
Clifford Spiller, account supervisor; 
Jack Canning, timebuyer. (American 
Tobacco also sponsors M Squad, 
NBC-TV, 9-9:30 p.m. Fri.) 

Buick estimated 1958 network cumu- 
lative gross time cost for the show 
through July: $1,034,898; 1958 ap- 
proximate spot expenditure through 
June: $720,200. Richard Cogswell, 
advertising manager. McCann-Erick- 
son, agency. Charles Flynn, account 
executive; Lance Lindquist, account 
supervisor; J. Frank Gilday, time- 
buyer. (Buick also sponsors The Bob 
Hope Show, NBC-TV, once monthly.) 

Production: Nat Holt, producer; 


Overland productions, origination; 


Earl Bellamy, director; Bud Thackery, 


TALES OF WELLS FARGO 





Dale Robertson, left-handed star of the 
Wells Fargo series. 


AS.C., director of photography; Gene 
Palmer, film editor; Howard E. John- 
son, art director. 

Ratings: Overnight Trendex Sept. 
29: 21.8; share of audience: 39.1. 

Format: Authentic adult-western 
series based on stories of famed ex- 
press company that played part in 
building the west. Has ranked in 
Nielsen top 10 both on an average 
audience and on a total audience 
basis in every report since Nov. 1, 


1957. 

















IT’S THE 


BANNER OF THE 
THIRTEEN COUNTIES 
1 SELL & SERVE! 





IT’S NORTHERN 
NEW ENGLAND'S 
TOP MARKET 
WITH A BILLION 
DOLLARS PLUS 
TO SPEND 


SEE YOUR WEED TV MAN 
AND GET YOUR SHARE 


wesi-lv 6 


Portland, Maine 


NBC A RINES 
Affiliate STATION 
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NATIONAL BISCUIT CO. 


| (Ted Bates & Co., Inc., N. Y.) 
we Getting ready for the Thanksgiving and 
fruit-cake-filled holidays, DROMEDARY 


dates has lined up placements of day and 


night minutes in a great number of top 

MU NCIE markets. The six-week schedules will start 
late this month and in early November. 
Bob Gruskay is the timebuyer. 


Middletown, U.S.A. NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N. Y.) 


It’s understood that some 26-week schedules 
are being placed for MILBROOK bread. 
Day and night 20’s are used. Activity may 
be concentrated throughout New York 


State, although the product has distribution 
| in most of the country. Plans should be 
definite as to scope by issue date. Sol 
case Agovino is the timebuyer. 


| PONTIAC MOTOR DIVISION 
MUNCIE | (MacManus, John & Adams, Inc., 
Bloomfield Hills) 


Crossroads of the Middle West | A six-day spot drive in 50 top markets to 


introduce the new models in the PONTIAC 
| line ended the middle of last week, with 
| the budget reported at $400,000. Last 
| year’s total spot budget from the company 
| was more than double that figure, but the 
| reliance on spectaculars this year reduced 
the amount for spot. Charles Campbell 


| is the timebuyer. 
- | PURITRON CORP. 
(Maxwell Sackheim & Co., 


| Ine. N. Y.) 


MUNCIE | This air-purifier company has been running 


considerable space in print and radio, but 
| just made its first entry into spot with 
13-week schedules in Providence and 
Washington. Several other markets were 
under consideration at press time for 
placements of day and night ID’s. Sherman 
Lurie, account executive, is the contact. 








Cross-section of the nation 


WLBC-TV 


MUNCIE 
Test Market, U.S.A. 


and the Gateway to Sales 
in “the heart of Indiana” 





Pax Shaffer has been appointed sales 
manger of WOC-TV-AM-FM Davenport, 
it has been announced by Ralph Evans, 
executive vice president of Central 


| Broadcasting Co. and Tri-City Broad- 

T | casting Co. Mr. Shaffer was director of 
WLBC- V the new-business department of the 
| Chicago office of Peters, Griffin, W ood- 


5 J ward. Before that he was vice president 
Muncie, Indiana and pariner in the L. W. Ramsey Ad- 


vertising agency in Davenport. 
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Payne Williams, recently appointed 
producer on the tv-radio staff of Com- 


stock & Co., Buffalo. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


Some new activity is reported on ZEST, 
with schedules of filmed minutes and 20’s 
being renewed in selected markets. Dick 
McCooey and Jordan Schreiber are the 
timebuyers. 


QUAKER OATS CO. 


(Lynn Baker, Inc., N. Y.) 


Not listed in Spot Report previously, this 
company’s PUSS ’N BOOTS cat food is 
noted to be a consistent user of spot in 
scattered markets across the country. Poth 
day and night slots are used for its films. 
Media director James Evans is the contact. 


S & W FINE FOODS 


(Honig-Cooper, Harrington & Miner, 


Inc., San Francisco) 


Early this month, this company began runs 
of the Burns and Allen half-hour films 

on KtTvu San Francisco, KNxtT Los Angeles, 
KMJ-TV Fresno, KOOL-Tv Phoenix, KOLD-TV 
Tucson, KsL-Tv Salt Lake City, KpTV 
Portland (Ore.) and KtNc-Tv Seattle. In 











Elisabeth M. 


Bechjorden 


Station, Network and Personal 
Representative 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 

WIMA-TV, Lima, Ohio 
WLEX-TV, Lexington, Ky. 


National Spot Representative for 


WVIP, Mt. Kisco, N. Y. 


235 East 46th St., New York 17, N. Y. 
PLaza 5-4262 

















addition, it’s using Fabulous Features on 
KPIX San Francisco, Highway Patrol on 
KHQ-TV Spokane and KBET-Tv Sacramento, 
and is planning film or spot buys in New 
York and Chicago. C. McCreary is the 
timebuyer. 


SCRANTON LACE CO. 
(Alfred Auerbach Assoc., Inc., N. Y.) 


This maker of lace tablecloths, draperies, 
etc. (who recently was involved in the 
Scranton-Hal Roach-Mutual deal), is using 
some pre-Christmas schedules of minutes 
and 20’s in about 20 markets in cooperative 
deals with local stores. A/e Martin 
Schrader is the contact. 


SELCHOW & RIGHTER 
(Norman, Craig & Kummel, 
Inc., N. Y.) 


A pre-Christmas drive for this company’s 
games—PARCHESI, SCRABBLE and 
SCRABBLE JR.—starts about mid- 
November in 14 top cities. Minute films 
will run in children’s shows, afternoon and 
late-night movies. The firm’s ad manager 
reports tv spot has been used so effectively 





Rep Report 


The San Francisco office of Forjoe 
& Co., Inc., has moved to larger quar- 
ters at 681 Market St., it was an- 
nounced by president Joseph Bloom. 
Charles E. Haddix is the west-coast 
manager. 

Robert E. Galen, formerly director 
of research and promotion of RKO 
Television, has joined McGavren-Quinn 
Corp. with responsibility for research, 
promotion, advertising and publicity 
operations of the company. He will re- 
port to Donald Quinn, executive vice 
president, in New York. 





Harry Smart (1.) has been promoted to 
vice president and Chicago manager of 
Blair-Tv, while John W. Davis (r.) has 
been named sales development manager 
for the Chicago area. The announce- 
ment was made by Edward P. Shurick, 
executive vice president. Mr. Smart has 
been Chicago sales manager. Mr. Davis 
is a vice president of Blair-Tv and heads 
the Chicago chapter of the Station 
Representatives Association. 





E. A. Hassett, Jr., former account ex- 
ecutive with WFMY-TV Greensboro and 
for the past three years national sales 
director at KDUB-TV Lubbock, has re- 
turned to become sales manager of the 
North Carolina station. The appoint- 
ment was announced by Gaines Kelley, 
general manager of WFMY-TV. 





over the past five years that virtually all 
the budget goes into video this season. 
Dolores Carbone is the timebuyer. 


EDWARD SHARP SALES, INC. 
(Wesley Associates, Inc., N. Y.) 


The schedules for this company’s English 
toffee were placed as indicated here July 14 
in Cleveland and Detroit. They will run 
until mid-November and probably will be 
extended, with some market additions 
possible. Filmed minutes go in kid shows, 
with about two spots per week the 
frequency. Joseph Knap, media director, 

is the contact. 


TAYLOR-REED CORP. 
(Hicks & Greist, Ine., N. Y.) 


Q-T FROSTINGS, which hasn’t done much 
in spot for about a year, was planning a 
return at press time into four or five markets. 
Daytime minutes and 20’s are the usual 
buys. Mort Reiner is the timebuyer. 


TEA COUNCIL OF THE U. S. A. 
(Leo Burnett Co., Inc., Chicago) 


Add Washington, D. C., to the list of 
markets noted here Sept. 8 for the 
organization’s hot-tea drive. The schedules 
of night minutes and 20’s begin this week 
and run 20 weeks, hitting the average 
home with 40 spots during that period. 
George Stanton, account supervisor, is the 
contact. 





Rate Increases 


Recent network rate changes: 
CBS-TV has increased the basic 
hourly rate for wspp-tv Toledo 
from $875 to $950; ABC-TV has 
increased the rate for WLW-A At- 
lanta from $950 to $1050 and for 
wMTW-TV Poland Spring from 
$450 to $550. 





A NEW 
FORCE 


in Southeastern TV 


WLOS.TV offers the only un- 
duplicated network coverage 


of the Asheville-Greenville- 








Spartanburg market. And 
WLOS-TV delivers tremen- 
| ve dous coverage from the 
South’s highest antenna — 
6,098 feet above sea level 
atop Mt. Pisgah. 


4 
Now, with WTVJ’s purchase 
| of WLOS.TV, you get the same 


skilled, aggressive, and expe- 
riénced management that 
has kept WTVJ first in South 
Florida for 10 years. 








*® ASHEVILLE 


* 
* SPARTANBURG 


GREENVILLE 


K 
i 
\ 
425,360 TV homes in 62 
counties of six states deliv- 
= 











ered by just one station— 
WLOS.-TV 
(data from NCS #3) 


WLOS-TV 


Unduplicated ABC in Asheville « 
Greenville * Spartanburg 


WLOS AM-FM 





| Represented by Venard, Rintoul & McConnel, Inc. 


| Southern Representatives: James S. Ayers Co 
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WHEELING 
371m TV 
MARKET 


*Television Magazine 8/1/58 


One Station Sells Big 
Booming Ohio Valley 





NO. 7 IN A SERIES: 


GLASS 











The Fostoria Glass Company of 
Moundsville, W. Va., and the 
Imperial Glass Corporation of 
Bellaire, Ohio, are two promi- 
nent contributors to the eco- 
nomic life of the WTRF-TV 
area. The 4 million dollar pay- 
roll of the 1100 employees of 
these two manufacturers of 
hand-made glassware help make 
the WTRF-TV area super mar- 
ket for alert advertisers . . . a 
market with 425,196 TV homes, 
where 2 million people have a 
spendable income of 214 billion 
dollars annually. 


For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 


wirf: tw 
<9 


316,000 watts NBC network color 
a) 






Wheeling 7, West Va 
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Oklahoma Welcomes Native Son 


Rain dampened the arrival of James Garner, the star of ABC-TV’s 
Maverick, but not the tumultous reception and parade given him last month 
in his home state of Oklahoma. Hundreds of thousands turned out to see 
the popular western hero during a visit highlighted by a state-wide declara- 
tion of “James Garner Day” and the opening of the Oklahoma State Fair. 

“This is quite a twist,” Garner said. “When I left Oklahoma a few years 
back, I was leading a couple of cops out of town. Today, I had a couple 


leading me into town.” 
Invited personally by Oklahoma Governor Raymond Gary during an 
appearance on This Is Your Life,.the western star was met at the airport by 
tN os 


=| 


I 


ee 


hundreds of important figures from the state’s political, social and advertis- 
ing circles, along with representatives from sponsor Kaiser Industries and 
his own Warner Bros. studio. . 

In a whirlwind tour organized by promotion man Casey Cohlmia and 
manager Charlie Keys of Koco-Tv Oklahoma City, the ABC-TV outlet in 
central Oklahoma, Garner led an hour-and-a-half parade that attracted 
100,000 spectators, officiated at a rodeo and visited a dozen children’s 
hospitals and schools. 

At the State Fair, Garner was put on the spot by 50 young journalists, 
all members of the Interscholastic Press Association. The kids fired 
questions for 40 minutes on everything from how it feels to be a western 
star to whether cowboys really kiss movie heroines. 

During the “Maverick Calf Scramble” at the fair rodeo, a $2,500 Angus 
bull was presented to the first of 30 4-H and Future Farmers of America 
contestants to drag a calf across a finish line. Earlier, Garner served as a 
judge in selecting a finalist in the FFA Queen contest. 

Sunday morning was spent at the children’s hospital where every patient 
got to see his hero and ask questions. Between appearances at the fair- 
grounds and at the University of Oklahoma, Garner managed to squeeze 
in a family dinner with his relatives in Norman and to play a few rounds 
of golf with old friends. 

Stopping downtown traffic with each appearance, and causing a notice- 
able rise in fair attendance whenever he showed up at the grounds, Garner’s 
visit was called the biggest treat in the territory since it acquired statehood 
90 years ago. 
































TOLE-KRAFT CO. 


(Applestein, Levinstein & Golnick, 
Inc., Baltimore) 


Following the successful test noted here 
June 2, this maker of paint-by-number 
wastebaskets, magazine racks and similar 
articles is placing a three-week campaign 
beginning this week in 10 markets. 
Frequencies vary to as high as 20 spots 
weekly where they were available (and 
difficulty finding daytime minutes was 
strongly noted), with film spots being used. 
Included in the market list is we1x New 
York, Philadelphia, Baltimore, Washington, 
Buffalo, Cleveland, Minneapolis-St. Paul, 
and Boston. In addition, various department 
stores have been supplied with films to 
place on a co-op basis. Morton Levinstein 

is the contact. 


WAGNER BAKING CORP. 
(L. H. Hartman Co., Inc., N. Y.) 


Although MRS. WAGNER’S PIES ran last 
spring in Detroit and a few other markets, 
the company has changed agencies and 
currently intends to stay local in New York. 
A 52-week schedule of 10 daytime ID’s 
weekly has been placed on wrca-tTv. Mary 
Lou Benjamin handled the timebuying 
shortly before her resignation to join 
another agency. A new buyer had not been 
announced at press time. 


J. B. WILLIAMS Co. 
(Parkson Adv., Inc., N. Y.) 


A brief test of night minutes in a single 


J. Fred Hedding Jr. has been named 
radio-tv production chief at Lando 
Adv. Agency, Pittsburgh. 


market has been placed for AQUA VELVA 
shaving lotion, but timebuyer Ruth Bayer 
reports the company intends to remain 
primarily in net work this year. Infrequent 
tests run for KREML also, but it’s usually 
special-market activity. 


WILSON & CO. 
(Kenyon & Eckhardt, Inc., Chicago) 





As noted here June 30, this meat packer 
has followed through with its program 
package plan. Mid-November will see the 
kick-off in about 60 markets for a series of 
five-minute interview programs on film. 
Three shows will run daily, five days a 
week, with the schedules set for 26 weeks. 
Media director Harry Sager is the contact. 





Agency Changes 


Although Grey Advertising, Inc., did 
a series of spots for Pabst Brewing Co. 
this past summer and was a rumored 
contender for the account if it moved 
from Norman, Craig & Kummel, it was 
recently announced that the beer would 
go to Kenyon & Eckhardt, Inc. K&E 
took over the Blatz Brewing Co. ac- 
count, a Pabst subsidiary, from NC&K 
a few years ago and now will service 
both brands. The combined billings are 
placed at more than $6 million per 
year. 


A surprising move occurred when 
the General Baking Co. took its account 
from BBDO early this month. The ac- 
count, which produces Bond bread and 
other brands, had been at the agency 
nearly 40 years. Although it was not 
expected that a new agency would be 
named for a few months, the bakery 
swiftly chose Compton Advertising, 
Inc., and noted it would increase its 
annual billing next year from about 
$600,000 to $114 million. 


Bayuk Cigars, Inc., has appointed 


Noble-Dury & Associates, Inc., Mem- 
phis, as its agency for John Ruskin and 
Flor de Melba cigar lines: The account 
had previously been at Greenshaw & 
Rush, Inc., Memphis. Southern adver- 
tising for Bayuk’s other cigars—Phil- 
lies, Webster, etc.—will also be placed 

by the agency. | 





The Ray Barron, Inc., agency of | 
Boston has added the Sta-Wite, Inc., 
food account and set a fall tv-radio | 
campaign. The company’s Italo-Ameri- | 
can brand products were formerly han- 
dled by Michael Shamon Advertising, 


Brookline. 





Erwin, Wasey, Ruthrauff & Ryan, 
Inc., added its 14th new account this | 
year, Devoe & Raynolds Co., the coun- | 
try’s oldest manufacturer of paints. 
The eastern EWR&R offices will service | 
the company’s four divisions, previous- 
ly handled by J. Walter Thompson Co. 
In the past, a share of the account’s 
nearly-$14 million billing has gone | 
into spot. 





BONUS COVERAGE 
OF THE WEST TEXAS-NEW MEXICO MARKET? 











KROD-TV's 
Bonus NIGHTLY | WEEKLY 
Coverage COVERAGE | COVERAGE 
(12 Counties) 
Over Station “8” = 
(5 Counties) 26.9% 19.3% 
Over Station ‘'C’’ - : 
(2 Counties) 121.3% 58.6% 

















And remember — KROD-TV is the highest 
rated station in America in markets of three 
or more stations, ARB, May 1958. 

*Nielsen Report #3 


KROD TY 
CBS Television Network 
THE SRANHAM COMPANY 


Dorrance D. Roderick, Pres. 
Val Lawrence, Vice-Pres. 
& Gen, Mgr. 








NO GAMBLE 


IN LAS VEGAS 
KSHO-TV Offers 


A Money-Back 
Guarantee! 


18% 


Increase To All 


FOOD ADVERTISERS 


Station Reserves the right to refuse any 
product 


Contact: 


FOR JOE & CO. 


New York—Chicago 
San Francisco—Los Angeles 


KSHO-TV 


Channg 


on the grounds of 
EL RANCHO VEGAS 
LAS VEGAS, NEVADA 
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CHECK ALL FACTS 
¢ ARB Metro 


January, 1958 


v¥ TELEPULSE 


April, 1958 


¥ NCS No. 3 
August, 1958 
KMID-TV is the TOP station in 
“oil-rich" West Texas by all three 


measurements. 
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Venard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 
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F. W. WOOLWORTH CO. 


Expense-paid vacations were awarded a lucky duo of buyers at a recent 
presentation luncheon given by Avery-Knodel, Inc., and KOLN-Tv Lincoln. 
Left to right, Les Rau, KOLN-TV sales manager; Millie Fulton, broadcast 
media supervisor at McCann-Erickson; A. James Ebel, KOLN-TV general 
manager; Miami-bound winner Roy Terzi Jr., timebuyer at Dancer-Fitz- 
gerald-Sample; Lewis Avery, president, Avery-Knodel; timebuyer Kay 
Shanahan of Morey, Humm & Warwick, who'll vacation in Colorado 
Springs. 


WUPPERMAN ANGOSTURA 


(Lynn Baker, Inc., N. Y.) CORP. 

Last year, the dime-store chain made its (Foote, Cone & Belding, Inc., N. Y.) 
first entry into tv, using daytime minutes in To promote this product not as a mixed- 

a handful of markets for the few weeks drink ingredient, but as a food-flavoring, 
preceding Christmas. Currently, the company the company is presently getting three-week 
is running day spots in New York in a placements of daytime minutes and 20’s 

test that may be extended to other markets. under way in four markets. Filmed spots 
James Evans, vice president and media around women’s programs are used. Nate 
director, is the contact. Rind is the timebuyer. 
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Bigger Tv Lens 


Television coverage of the world series was aided this year by a new and 
relatively unpublicized technical development—a powerful lens capable 
of bringing close, occasionally disputed plays almost into the living room. 
The new lens, developed by Television Zoomar Corp., “zooms” from two 
and one-half inches to 40 inches. 

Called the Super Universal Zoomar, the basic lens has a range of two 
and one-half inches to 16 inches. Two converters increase the range: the 
first zooms from four inches to 25 inches, while the second zooms from six 
and one-half inches to 40 inches. 

Some idea of the increased efficiency and power of the new lens can be 
gained from the fact that the first field Zoomar, still being used by broad- 
casters, has a range of four inches to 22 inches. Although the Super 
Universal lens is of obvious value in covering large sports events, Jack 
Pegler, president of Television Zoomar Corp., says it can be used for 
all kinds of production. He points out that technical crews on panel shows 
can zoom in for a close-up without dollying or switching to another camera. 
Similarly, close-ups for live commercials can be done without any awk- 
wardness. 

The new lens is color-corrected, and, according to Mr. Pegler, color will 
be much better this year because the Super Universal improves definition. 
NBC-TV telecast the series from New York in color, utilizing two Super 
Universal Zoomars. In Milwaukee the series was aired in monochrome, 
with the aid of one new lens. 

KPRC-TV Houston already has the new development in operation. De- 
liveries of the Super Universal Zoomar start on a mass basis in November. 
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| Venard, Rintoul & McConnell, Inc. 
has had a substantial increase 
in billings every year. 


GROWTH 


This kind of record is achieved by experienced selling 





























— and hard work. Every man on our staff is a sales- 
man. 


We are proud of the growth record of our stations. 


We are proud too, of the growth record of Venard, 
Rintoul & McConnell. 


VENARD, RINTOUL & McCONNELL, INC. 


579 Fifth Avenue, New York City 
Station Representatives 





NEW YORK * CHICAGO * LOS ANGELES * SAN FRANCISCO * DALLAS 
























OCT. 1948: 900,000 VIEWERS! 




























Milton Berle is back. His premiere 
show on Wednesday, October 8 was 
viewed by the greatest audience of 
any new program this season. Iti 
was larger than the combined audi- 


ences of the competing shows on 


the other two networks. 


Berle’s return gave dramatic focus 
to the truly amazing growth of tele- 
vision in one decade. Ten years ago, 
he starred in the young medium’s 
most popular show, yet his audience 


last week was 51 times greater! 


Before the largest audience ever t@ 
watch him, Mr. Television returned 
to the medium he helped create and] 
to the network which, with him 
introduced television to the Ameri 


can people—The Network of Stars 


NBC 
TELEVISION 
NETWORK 


SOURCE: NBC Research Department Estimates. ity 
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counts 

















Every announcement, 


every element of programming that you donate | 
counts in the 1958 Cancer Crusade. 

Our Crusade messages could help those | 
stricken by cancer seek treatment before it is too late. 
Time is vital in the saving of human lives. 

Your cooperation also helps raise funds which will 


bring the ultimate conquest of cancer that much closer. 





Here’s how we can help you help us. 
RADIO: Free transcribed spot announcements; spot announcement copy; transcribed 
shows. We provide full programming, plus inserts for already established programs. 
TELEVISION: Free 20-second and 1-minute film spots, including stars, news, weather 
and sports spots; flip board slides and telops; copy for live announcements. For further 
information, consult the American Cancer Society Unit in your community or write to: 


AMERICAN CANCER SOCIETY / Radio and Television Section 
521 West 57 Street, New York 19, New York ¥® 











Memo (Continued from page 59) 


of the FCC, said that any audit should 
be strictly advisory to the FCC and 
not as a replacement for it, that Con- 
gress is fully qualified to serve as a 
watchdog over the FCC, and made a 
point of the fact that some of the 
committee’s recommendations were 
clearly outside its jurisdiction. 

Mr. Lodge was the most vigorous 
opponent, saying: “After expenditure 
of, say, $1 or $2 million of Federal 
funds, the ‘independent audit’ might 
not have the answer either. On the 
other hand, I must confess to some 
uneasiness that a too-theoretical ap- 
proach by such a study could jeop- 
ardize public service, public invest- 
ment in receivers, program quality 
and private investments.” 








Charles S. Cady, assistant director of 
television code affairs for the National 
Association of Broadcasters has re- 
signed to become national sales man- 
ager of wcsc-Tv Charleston. Mr. Cady 
has been with the NAB for the past four 
years and before that was associated 
with wBNs-Tv Columbus. His appoint- 
ment to the Charleston post was an- 
nounced by Roland Weeks, manager of 
the station. 





Pre-fab (Continued from page 43) 


past three years. 

Last year the station’s houses were 
Stiles Flexibuilt homes, which are pre- 
fabricated. Three homes were built in 
connection with the station promotion, 
and 10 others were sold as a direct re- 
sult of the campaign. 

Still another success story for redi- 
built housing comes from Wheeling, 
W. Va., where Lincoln Homes sponsors 
the Saturday-night feature movie on 





SSC&B Expands 


In its fourth expansion move in 
the dozen years of its existence. 
Sullivan, Stauffer, Colwell & 
Bayles, Inc., has doubled its pre- 
vious space by leasing four floors 
at 575 Lexington Ave., New York. 
With 54 per cent of its $45-mil- 
lion billings currently going into 
television, increased tv-radio fa- 
cilities are a feature of the new 
offices. SSC&B clients using tv to 
a considerable extent include Pall 
Mall cigarettes, Salada tea, S&H 
Green Stamps and various prod- 
ucts from Lever Bros., Carter 
Products, Inc., and Best Foods. 

The new quarters in the mid- 
Manhattan gold-colored skyscraper 
are designed in a “conservative 
modern” approach, decorative but 
utilitarian in that the agency’s 310 
employes will be able to handle 
client relations with greater effi- 
ciency. 

“The move,” said president 
Brown Bolte, “reflects a strong 
faith in our hard-sell copy philoso- 
phy, and our belief that the busi- 
ness of our clients will continue to 
grow steadily.” 

Another SSC&B 


cited as contributing greatly to the 


philosophy 


agency's growth is its testing of 
copy directly in the consumer mar- 
ket. Through testing of tv commer- 
cials and new product ideas in se- 
lect markets, the Competitive 
Products Clinic attempts to deter- 
mine the effectiveness of the ideas 
before committing the client's 
money. 





WTRV-TV. Five commercials are used 
during the film. The spots explain the 
quality of the homes, the ease with 
which the do-it-yourself package can be 
assembled and the savings made pos- 
sible. A iree booklet is offered showing 
the homes in detail, as well as outlining 
prices for the different models. Other 
commercials tell interested prospects 
how to visit the model homes which 
have already been constructed. Exten- 
sive use is made of enlarged maps which 
direct viewers to the homes. 


Lincoln Homes executives report re- 
sponse has been excellent both in 








visitors to the model homes and in re- 
quests for booklets. Average weekly 
response to the booklet request is 300 
to 500. The station reports that these 
seem to be rather evenly divided with- 
in their 36-county coverage area. 

Jay Reich Advertising, Pittsburgh, 
handles advertising for the home manu- 
facturer. 

Other pre-fab and redi-built manu- 
facturers are using television in all 
parts of the country. In the second 
quarter this year more than 50 were 
large enough to be using tv on more 
than one station. Several hundred 
others are currently operating as strict- 
ly local companies. 





W estern (Continued from page 41) 


and two-reelers, became immensely 
popular and established not only the 
western picture but movies themselves 
with the public. 

Then came bigger and better west- 
erns and heroes: William S. Hart, a 
dour ex-Shakespearean actor; the acro- 
batic Tom Mix, a true soldier of for- 
tune; Will Rogers, the onetime cow- 
hand whose homespun wit made him 
one of the most beloved Americans of 
all time; the singing cowboys, Gene 
Autry and Rcy Rogers, and finally mod- 
ern stars like John Wayne and Gary 
Cooper in adult westerns such as Stage 
Coach and High Noon. 

In the early 1930's, the western be- 
came a popular form of radio enter- 
tainment, featuring programs like The 
Lone Ranger and Death Valley Days, 
and later Cisco Kid and Gunsmoke, 
which have carried over into television. 

The oldest of the crop is The Lone 
Ranger, now celebrating its 25th year, 
having progressed from radio through 
movies to television. Today it is seen 
by an estimated 20 million viewers each 
week on television. The mysterious man 
in the mask has also been portrayed in 
13 full-length novels, a spate of picture 
books and cartoon magazines, and is 
seen in comic strips in 203 newspapers. 
During all this, the Ranger and his 
faithful Indien companion, Tonto, have 
brought 21,734 outlaws to justice, all 
without killing one. The program has 
made such a dent in the public con- 
sciousness that American troops in the 
Battle of the Bulge charged into action 
shouting his ringing “Hi-Yo, Silver!” 

The charge of the cowboy from radio 
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and movies into the new television 
medium was led by the dashing Hopa- 
long Cassidy, a splendid figure in black 
atop a white horse, galloping across the 
tv screen to the stirring music of The 
Dance of the Furies from Gluck’s Don 
Juan. The saga of Hopalong and his 
portrayer, William Boyd, is as full of 
improbabilities as any tale spun by 
Clarence Mulford, the author who cre- 
ated his durable western hero in the 
wide open spaces of Brooklyn. 

Bill Boyd, today a silvery-haired 63, 
was in retirement and considered 
washed up in 1935 when he was cast 
in the role of Hoppy for a series of 
movies. Although Boyd had rarely 
been aboard a horse, and frowned on 
fighting, he and producer “Pop” Sher- 
man switched the character of Mul- 
ford’s Hopalong from a_ limping, 
ornery, tobacco-chewin’ cuss to a fear- 
less avenger of wrongs, and made 54 
pictures with moderate success before 
the series bit the dust in the neighbor- 
hood movie houses. 

Boyd subsequently corralled all 
rights to Hopalong Cassidy and began 
grinding out more films with an eye on 
tv—by then just around the corner. 
The veteran actor was broke when he 
leased his first Hoppy movie to a lone 
Los Angeles tv station in 1948 for about 
$200. This was television’s infancy, 
and the sudden appearance of the dash- 
ing man in black on his white horse, 
headin’ varmints off at the pass, set off 
a chain reaction that overnight made 
the “retread oaters,” as they are called 
in the trade, a national sensation. 

In no time, Boyd’s old movies were 
on 60 tv stations, he had a radio pro- 
gram on 151 stations, his stern face 
glared from comic strips in 126 dailies 
and some three million comic books 
monthly. His 138 Hopalong products, 
from cap pistols to soap, were grossing 
an unbelievable $100 million annually. 
Today, 10 years later, his 106 movies, 
dubbed in French, German, Spanish 
and Japanese, are just getting their 
second wind around the world. And in 
New York, where the series has been 
played 19 times to date, it still com- 
mands 32 per cent of the audience. 

The success of Hoppy, as might be 
imagined, set off a stampede of video 
westerns, with no end in sight. Now 
there are conventional westerns (Gene 
Autry), female westerns (Annie Oak- 
ley), canine westerns (Rin Tin Tin), 
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H-R Adds 


In line with a personnel policy 
made possible by its shift to larger 
quarters, H-R Television, Inc., has 
appointed Robert D. Gilman, 
former eastern sales manager of 
WNAC-TV-AM and the Yankee Net- 
work, Boston, to its New York sales 
staff. During his association with 
the Yankee Network Division of 
RKO Teleradio Pictures, Inc., Mr. 
Gilman sold the facilities of the 
two stations and the regional net- 
work of 31 stations to national and 
regional advertisers in the Boston 
and New England market. 





equine westerns (Fury), adult west- 
erns (which have been defined as “any 
western with a plot over 21 years old”) 
and even an “eastern western” (Hawk- 
eye and the Last of the Mohicans), 
based on the stories of James Fenimore 
Cooper and set in New York State. 

The character of the western has 
come a long way from the early movie 
serials with the good guys in the white 
hats and the bad guys with the black 
hats and five-o’clock shadow. From Bill 
Hart to Tom Mix and Gene Autry, the 
western hero remained a sort of grown- 
up Boy Scout who didn’t drink or 
smoke, never kissed the rancher’s 
daughter (for some reason the ranch- 
er’s daughter never had a mother) and 
never had to reload his six-shooter, even 
if he fired *t 66 times. 

Today’s tv writers, however, forced 
by sheer volume of production to de- 
velop new characters, have not only 
appropriated virtually every well-known 
western figure from Wild Bill Hickok 
to Bat Masterson, as well as such vil- 
lains as Doc Holliday and Billy the Kid, 
but have created a passel of fictional 
heroes whose characters owe more to 
Freud than to Zane Grey. 

While in the old-time movie the hero 
was a simple, uncomplicated fellow, 
who cleaned out the saloon because 
the villain snickered when he ordered 
sarsaparilla, in today’s adult tv western 
the hero has been known to drill some- 
one between the eyes because beneath 
his calm exterior he has a schizoid per- 
sonality. While Tom Mix and Hoot Gib- 
son were solid citizens, with few inter- 
ests outside of riding, roping and mak- 
ing calf eyes at the pretty schoolmarm, 


today’s debonair Paladin of Have Gun, 
Will Travel, for instance, is a western 
egghead who collects chessmen, quotes 
Keats and Shelley and dabbles in art. 
Marshal Matt Dillon of Gunsmoke is 
depicted as a hard-working officer who 
never goes looking for irouble. As 
Christianity and Crisis observed, he is 
devoted not to Good, but to doing a 
good job. 

The trend of the adult western is il- 
lustrated by the producer of Gunsmoke, 
who, before starting the show, drew up 
a list of stereotypes to avoid, such as 
the two-gun man and the posse. “There 
wasn’t much sense in raising a posse in 
the west,” producer Norman Macdon- 
nell says. “It would cause a cloud of 
dust that could be seen for miles on the 
prairie, and ihe fugitive would be well 
warned. As for wearing two guns, if 
you couldn’t get the job done with six 
shots, you shouldn’t be picking a quar- 
rel.” 


Mexican Heroes Now 


One of the greatest changes in the 
western over the years has been its im- 
provement in its treatment of Indians 
and Mexicans. In the dime novels and 
old movies, Indians and Mexicans were 
inevitably the heavies and were mowed 
down without qualms. 

Now, however, a Mexican is the hero 
of Cisco Kid, tv’s longest-running west- 
ern, now in its eighth year, and an 
Indian is the hero of Broken Arrow, 
another favorite. Also, Indians are no 
longer the mainstay of the western that 
they once were. “The price of Indians 
is way up,” Bill Boyd complained not 
long ago. “I used to be able to get a 
whole tribe for practically nothing. 
Now they have a union.” 

Homer Croy, one of the best of mod- 
ern western writers, charges that the 
popular concept of the west is a fraud 
perpetrated by old-time writers who 
“took up the west and made it wild.” 

Another western writer, Walter Pres- 
cott Webb, 2lso maintains that the west 
as it is now depicted in fiction is large- 
ly a myth. But myth or reality, the 
modern cowboy is galloping around the 
globe on a wave of unprecedented 
popularity. Western music blares from 
juke boxes from Dodge City to 
Damascus. Tv filmed westerns are 
popular from Tombstone to Timbuctu. 
The cowboy has come a long way, all 
right, and he’s riding higher than ever. 
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Gu m bin NEP (Cont. from page 37) 


just a few producers. Generally, our 
storyboards are complete when we 
begin shooting —they’ve been thor- 
oughly checked and revised countless 
times—and, while we confer with the 
film house on production ideas, it’s 
seldom that a producer revises the 
actual copy.” 

One of the myriad technical jobs 
Larry Harms directs is that of re- 
designing and color-correcting labels 
and product packages to be seen on 
tv screens. In certain instances, the 
agency has designed entire package 
units for various clients. 

“In the case of a product known as 
Chap-Ans,” reports Mr. Gumbinner, 
“we came up with the original idea 
for the item, then went to the Chap- 
Stick people with our reasons why the 
market could use a men’s hand cream, 
then developed the package and mar- 
keting plans as well as the ad cam- 
paign. Naturally, such an undertaking 
involves just about every department 
in the agency and takes cooperation 
all around.” 

It was about three or four years ago 
that the agency began to show a rapid 
growth due to increased expenditures 

largely in tv—by a number of 
clients. “About 60 per cent of the 
Manischewitz budget goes to video.” 
says Paul Gumbinner. “We use an 
all-spot campaign and emphasize the 
‘everybody's wine’ theme in homey 
situations, as opposed to a comedy 
approach used before we took over 
the account. Ordinarily, we don’t talk 
about sales figures, but the wine com- 
pany has announced that sales are up 
22 per cent this year, so I guess it can 
be mentioned.” 

Rem cough syrup currently places 
about half its budget in video, and 
its companion product, Rem chest rub, 
has been testing in scattered markets 
and will add a few more shortly. 
Q-Tips, a cotton-swab product, is an- 
other client that has tested tv with 
encouraging results. The Bourjois 
“Evening In Paris” line of toiletries 
has used both spot and network sched- 
ules (Today—Home—Tonight) in the 
past, but this year will concentrate its 
pre-Christmas drive in spot. 

“We were extremely sorry to see 


NBC-TV drop the Home show,” says 





Karl Nelson, formerly sales develop- 
ment director of WTAR-TV Norjolk, 
has been named national sales man- 
ager, it has been announced by Bob 
Lambe, vice president in charge of 
sales for the station. Mr. Nelson was 
formerly sales manager of WICU-T} 
Erie. 


Mr. Gumbinner. “Arlene Francis had 
a wonderful following, and our client 
got tremendous sales results from the 
program.” 

The media department at the agency 
is divided into separate divisions 
handling tv-radio and print. Holding 
the opinion that broadcast buyers have 
a considerable amount of detail work 
to handle in their own field, Mr. 
Gumbinner doubts that the agency will 
ever develop an all-media-buyer opera- 
tion. “Nor do we have a media super- 
visor set-up,” he notes. “Each time- 
buyer has a specific group of clients 
which he handles individually, report- 
ing directly to the account supervisor.” 

Such organization makes for a close 
liaison between the client and _ the 
buyer, with the buyer often sitting in 
on planning sessions. At present, most 
tv buys are being made in spot, with 
Mr. Gumbinner noting budget limita- 
tions “push” clients away from net- 
work and into spot schedules. “It’s not 
only economical, but very efficient,” 
he says. 

Somewhat surprisingly, in compari- 
son with the buying staffs of other 
agencies, the Gumbinner department 
is predominantly female. “Don’t just 
say we like women,” smiles Mr. Gum- 
binner, “but we’ve found they do an 
excellent job. One of our buyers was 
trained from within the agency, the 
others came from other companies.” 

Anita Wasserman, who buys on 
Sutton cosmetics, Q-Tips and the Bour- 
jois line, worked as Mr. Gumbinner’s 


secretary, then as an assistant buyer 
before gaining her present title. In- 
volved in the details of lining up 
110 stations for the Bourjois holiday 
push, her chief buying complaint is 
the practice of stations moving local 
programs about in their schedules, 
and consequently changing the value 
of availabilities in various time slots. 

While stating that market junkets 
arranged by video stations for buyers 
is an excellent form of promotion, 
Miss Wasserman thinks that “stations 
should let their representatives do the 
selling work for them, and spend less 
time, effort and money on mailing 
pieces, gimmicks, etc.” 

Gail Myers, buying on Manischewitz 
and Browne Vintners products, among 
others, notes that a number of prob- 
lems — triple-spotting, disorganized 
rate cards and the like—which re- 
ceived considerable buyer attention 
early this year have faded in the past 
months as business activity increased. 
“We're all too busy trying to find 
minutes right now to worry about 
such things,” she says. 

An unsung hero at the Gumbinner 


agency (and many others) is the 






in view! 


Nielsen #3 reports more 
growth in Rochester, N.Y. 


ONLY WROC-TV can guarantee maxi- 
mum circulation throughout the 13- 
county Rochester, N.Y. area... 
MARKET COVERAGE 
Homes reached monthly — 26.5% 
MORE than other Rochester station. 
Homes reached once a week—20.8% 
MORE than other Rochester station. 
DAYTIME CIRCULATION 
Homes reached once a week—24.7% 
MORE than other Rochester station. 
Homes reached daily average—38.8% 
MORE than other Rochester station. 
NIGHTTIME CIRCULATION 
Homes reached once a week—20.8% 
MORE than other Rochester station. 
Homes reached daily average—28.8% 
MORE than other Rochester station. 


Represented Nationally by Peters. Grifhn and Woodward 
Sources: Sales Management ‘58, Nielsen = 3, Spring "SS 


NBC-ABC CHANNEL 5 
aa ROCHESTER, NEW YORK 
. A TRANSCONTINENT STATION 


* =~ WROC-TV, Rochester, N.Y. + WSWA, WSVA-TV, Harrisonburg, Va 
— WGR, WGR-TV, Buffaio - WNEP-TV, Scranton/Wilkes-Barr. 
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tv-radio business administrator whose 
job has become mired in detail with 
the growth of tv. “Probably the 
greatest thing that could happen to 
improve the tv advertising picture,” 
says Hugh Cohn, “would be the for- 
mation of one gigantic union.” 

Mr. Cohn finds many intangible 
factors in tv production that are not 
present in other media advertising and 
that add greatly to over-all costs. “Most 
producers,” he says, “are oblivious to 
everything but producing. When the 
cost sheets were prepared for a recent 
agency effort in program production, 
I noted the producer had overlooked 
an item that amounted to $15,000. 
Such things constantly appear in ty 
and must be accounted for in any 
plans.” 

No New Business Department 

Although new accounts have come 
into the Gumbinner agency during 
the past several years, Paul Gumbin- 
ner states the company has no new- 
business department and hasn’t ac- 
tively sought any of the recent clients. 
“Fortunately,” he says, “these people 
learn we have done well for other 
accounts and contact us. Of course, 
we welcome new business, but we have 
been busy lately organizing to serve 
better our long-term clients and our 
new accounts, and we haven't worried 
about soliciting.” 

Asked to put the agency’s philoso- 
phy of advertising into a few words, 
Paul Gumbinner smiles. “We once 
had a slogan,” he says. “ ‘Pictures 
that say something, words that picture 
something.” We pointed to ideas de- 
veloped here as examples of that 
slogan in action—such things as a 
‘finger of fire’ illustration for Ungen- 
tine, the Smirnoff vodka ‘leaves you 
breathless’ line, and the simple state- 
ment ‘Pepto Bismol]l—for upset 
stomach,’ with the letters in the word 
‘upset’ staggered to heighten the idea. 

“After a while,” he continues, “we 
discarded the slogan altogether. It’s 
impossible to lump all our clients 
together beneath a single advertising 
idea. We like to think the service each 
gets is different, tailored to his specific 
problems. We try to present the ac- 
count’s story in the best words and 
pictures we can come up with. We be- 
lieve that’s much more important than 
any agency slogan.” 
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News (Continued from page 25) 


York found this message enthusiastic- 
ally received. 

“There is not among the three tele- 
vision networks a single woman in a 
position to make major policy deci- 
sion about programming that appears 
on those networks—nighttime or day- 
time,” he continued. “The people who 
make the decisions about daytime pro- 
gramming, which is done exclusively 
for women, are Carl Lindeman at 
NBC-TV, Oscar Katz at CBS-TV and 
Jerry Chester at ABC-TV. These gen- 
tlemen in turn report to the over-all 
program heads of the networks—Bob 
Lewine, Harry Ommerle and Tom 
Moore. All have considerable talent, 


tv committees. Muriel Fox, of Carl 
Byoir, is one of his AWRT listeners. 


but whether they know as surely and 


swiftly what women enjoy in program 
fare during the daytime, as some 
women with a program flair can know, 
is a question which I submit should be 
earnestly examined by all of us with 
a multi-million-dollar stake in the suc- 
cess of daytime tv. 

“Maybe the experienced male pro- 
gram executive has the same intuitive 
sense about what women like as any 
woman. But I don’t know. I do know 
this, I wouldn’t ask a gal to produce 
the fights at Madison Square Garden 
or the World Series or football. And 
somehow I have a feeling that daytime 
programming might have considerably 
more sparkle and variety if the pro- 
gramming decisions were participated 





Agencies See Art 

Elektra Film Productions, Inc., 
is conducting an exhibition for top 
agencies of art work it has used in 
the production of filmed tv com- 
mercials and show openings. 
Rough storyboards, finished story- 
boards and examples of finished 
art work are being shown. Ex- 
amples of the finished cells for 
Hook the Hawk, conceived and 
directed for CBS-TV by Abe Liss, 
creative director of Elektra, are 
also being exhibited. 

Exhibitions have been complet- 
ed at Benton & Bowles, Kenyon & 
Eckhardt and BBDO. The remain- 
ing schedule is as follows: Oct. 20- 
27, MacManus John & Adams; 
Oct. 27-31, Grey Advertising; 
Nov. 3-10, Foote, Cone & Beld- 
ing; Nov. 10-17, Sullivan, Stauf- 
fer, Colwell & Bayles; Nov. 17-24, 
Compton Advertising; Nov. 24- 
Dec. 1, McCann-Erickson, and 
Jan. 26, Kenyon & Eckhardt. 





in by experienced showwomen. 

“It is apparent that the many game 
shows in the daytime schedule of the 
networks are there because they have 
demonstrated their ability to intrigue 
a feminine audience. Can it be that 
we keep getting more of these game 
shows because the program people 
can't think of anything else that might 
entertain a woman at home? It’s in- 
teresting to speculate what might hap- 
pen if some women with a commercial 
turn of mind were let loose on the day- 
time program schedules of the three 
networks. What would they do away 
with? What would be the replace- 
ments? Would there be news? Would 
there be more service shows? Would 
there be mystery and music? 

“Some women have already proved 
with brilliant conclusiveness that they 
can capture the minds and hearts of 
their sex through broadcasting. Behind 
the scenes, too, there have been some 
women producers and directors whose 
touch has been important to the crea- 
tion of programming designed to ap- 
peal to women. But a vague uneasiness 
steals over me. Why haven't there 
been more? Is it because there aren’t 
enough women of talent available? 

















Or is it because many of us men on 
the programming side of television 
and radio have not recognized (or 
have not admitted to ourselves) the 
predominant importance of the women 
audience in broadcasting. 

“Therefore, since the great bulk of 
television selling is done to women, 
since the best way to sell women is 
in a program atmosphere which is 
congenial to them and to the sales 
message, and since men are not re- 
markable for their ability to under- 
stand the feminine point of view, it 
stands to reason that women are un- 
doubtedly better equipped to judge 
what women consider to be entertain- 
ing and persuasive than are men.” 


Code Bans Illustrated 


A television show with gruesome 
violence, mistreatment of animals, bait 
switch advertising, multiple spots, free 
plugs and illicit sex? 

No, it will never be seen on your tele- 
vision station, but it was prepared re- 
cently with considerable gusto by the 
production staff of wBNs-tv Columbus 
under the direction of Charles Cady, 
then assistant director of code affairs, 
and station production director Gene 
McPherson. 

Its purpose, of course, is to illustrate 
to code member stations just what not 
to put on the air. The 15-minute pro- 
gram, currently being shown at Na- 
tional Association of Broadcasting dis- 


trict meetings, features heretofore 
blameless WBNS-TV talent in lurid and 
sexy scenes breaking more than 100 of 
the rules laid down by the tv code. 








Here, somewhat out of focus possibly 
because of a flustered cameraman, is a 
blonde temptress in a sexy shot from 
the picture. The girl normally sells dairy 
products for the sponsor of Sea Hunt 
on the Columbus station. 

Illustrating another code taboo, no 


beer-guzzling commercials, .is Tom 





og a. - 
Gleba, one of the most mild-mannered 
of the WBNS-TV newscasters. 


Whamo, the man with the axe mak- 





ing sure the corpse is dead, dead, dead 
is another WBNS-TV staffer. 

And this carnival pitchman with the 
“handy little gadget that will chop 
onions, peel potatoes, mash carrots, 












William J. Flynn (1.) has been ap- 
pointed national sales manager of 
waca-Tv Atlanta, and Kenneth C. Will- 
son (r.) has been named local sales 
manager, it has been announced by J. 
Robert Kerns, vice president and man- 
aging director of the Storer Broadcast- 
ing Co. station. Mr. Flynn was sales 
manager of WWL-TvV New Orleans and 
before that sales manager of WEEK-TV 
Peoria. Mr. Willson has been in broad- 
casting for the past 13 years, serving 
with a number of southern stations. 


shred celery, sharpen pencils and re- 
paint old golf balls” is normally the 
darling of the wBns-Tv kid-show audi- 
ence, Flippo the Clown. 

The film concluded with positive 
recommendations for the operation of a 

















Yes, straight shootin’ with 
NEW HIGH POWER right 
into 365,000 television homes 
in the heart of Mid-America’s 
agricultural and indusirial 
markets. WREX-TV has in- 
creased its power to 229,000 
watts E.R.P. video and 114,- 
000 watts E.R.P. audio. Now, 
the sales power of WREX- 
TV spans market portions of 
over 30 counties in Southern 
Wisconsin, Northern Illinois 
and Eastern Iowa. 


Represented by H-R Inc. 
ABC — CBS 


Ww RE xXx-TTV 
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television station within the code and 
in. the public interest, including sug- 
gested ways of handling news opera- 
tion, political broadcasts, controversial 
public issues, religious programming 
and other types of public-service pres- 
entations. 

A cast of 40 persons and a cat worked 
on the film. The cat was recruited for 
an illustration of animal mistreatment. 
but the scene in the finished picture was 


finally faked. 


‘Space Age’ Due Bills 


A flexible system of barter between 
media owners and advertisers designed 
to “take ‘due bill’ type of advertising 
out of the stone ago and catapult it into 
the space age” is the primary function 
of the newly organized World Travelers 
Club, according to its president, Paul 
Roberts, former president of the Mutual 
Broadcasting System. 

Offering media men and advertisers 
mutual exchange advantages, the new 
organization numbers 500 radio and 
75 tv stations among its members and 
has already accounted for more than 
$3.7 million worth of business, Mr. 
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WNEP-TV now delivers the best possible cover- 
age of the prosperous Scranton-Wilkes-Barre 
trading area at the lowest cost-per-thousand. 
In North Eastern Pennsylvania’s 21-county area, 
WNEP-TV now hits a total of 336,157 TV homes 
(plus about 65,000 more reached by two satel- 
lites)... blanketing a booming industrial center 
with annual retail sales of over $2 billion. Add 
ABC-TV’s top-rated shows...fine new local pro- 
gramming from studios in both Scranton and 
Wilkes-Barre...and WNEP-TV makes the 
“prettiest picture” for advertiser and viewer! 


REPRESENTED BY AVERY-KNODEL, INC. 


WNEP-TV 


A TRANSCONTINENT STATION Symeot 
WROC-TY, Rochester, IY. © WSVA, WSVA-TV, Harrisonburg ot 
WGR, WGR-TV, Buffale + WHEP- TY. Scranton—Wilkes -Barre Service 


CHANNEL 16 
SCRANTON/ 
WILKES - BARRE 





8-Second Test 


With most representatives _re- 
porting a paucity of good minute 
availabilities, Blair-TV has taken 
the opportunity to promote the 
advantages of ID announcements 
via a clever “gimmick.” 

The Blair mailing piece is a tiny 
booklet, two by three inches, con- 
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taining a series of cartoons that 
seem to move as the pages are rif- 
fled. A backward riffle reveals the 
animated wording, “Sight, sound 
and motion messages move the 
merchandise.” It takes about eight 
seconds—the length of an [D—to 
get the whole message. 

An accompanying note suggests 
“think what you can do in 8 sec- 
onds with’ the combination of 
Sight, Motion—and Sound. Each 
year more and more advertisers 
discover the power and efficiency 
of 8 second ID’s—TV’s most eco- 
nomical message unit. Solution to 
your copy-budget approach? ID’s 
could be IDeal.” 





Roberts says. 

The club’s operating costs are de- 
frayed by stations and publications at 
the regular 15-per-cent commission. In 
return, such media groups may avail 
themselves of a Diners’ Club type of 
credit arrangement by selecting due 
bills from the club’s monthly directory 
and utilizing the services afforded by 
airlines, hotels, restaurants, shops and 
other advertisers. Not limited to the 
member whose advertising they carry, 
station and print media may also select 
services and merchandise for such pur- 
poses as contest prizes, gifts for sales 
meetings, employe incentive plans, sales 
staff expenses, etc. 

Advertisers who provide special serv- 
ices for the media groups give World 


Travelers due bills for the various 
amounts of advertising they seek. Mr. 
Roberts’ organization makes arrange- 
ments for blocks of advertising time on 
tv and radio stations on a due bill or 
no-cash basis, makes commercial film 
at cost, advices in station and area selec- 
tion, prepares advertising copy and 
prints due bills when requested as part 
of its regular service. 


STATEMENT REQUIRED BY THE ACT 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933 AND JULY 
2, 1946 (Title 39, United States Code, Sec- 
tion 233) SHOWING THE OWNERSHIP, 
MANAGEMENT, AND CIRCULATION OF 
TELEVISION AGE published bi-weekly, 
every other Monday, at Philadelphia, Pa., 
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Art King, all of 444 Madison Avenue, New 
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In the picture 





Frederick J. Wachter, formerly vice president and general manager of the Chicago oflice 
of Erwin Wasey, Ruthrauff & Ryan, Inc., has been named executive vice president and gen 
eral manager of both the New York office and the eastern division of the agency. He is being 
succeeded in Chicago by Roswell W. Metzger, chairman of LWR&R’s executive committee, who 
has been appointed general manager of the central division as well. Mr. Wachter has been 
with Wasey for the past 15 years, with the agency representing one of the only two em- 
ployers whom he has served; the other was the General Electric Exray Corp., for which he 
worked in sales promotion. He started in advertising as a copywriter, then did account work 
and subsequently became creative director in Wasey’s Windy City office, a position he held 








Tristram Dunn has joined Compton Advertising, Inc., as vice president and account 
manager, it has been announced by Barton A. Cummings, president of the agency. At Comp- 
ton, Mr. Dunn will be in charge of Fizrin Instant Seltzer and Instantine Analgesic, both 
products of Glenbrook Laboratories, a division of Sterling Drug, Inc. Mr. Dunn was last 
with N. W. Ayer as an account executive, and prior to that served Benton & Bowles as an 
account supervisor. His first job in advertising was with Young & Rubicam, where he started 
in traffic and then moved to assistant account executive and subsequently account executive. 
Between his service with Y&R and B&B, Mr. Dunn was general advertising manager of the 
Northam Warren Co. in Stamford, Conn. A graduate of the Kent (Conn.) School and Wil- 
liams College, he is married to the former Phoebe Pierson, photo editor of Parents Magazine 





Charles M. Odorizzi (1.), executive vice president, sales and 
services, RCA, has been named group executive vice president, 
consumer products and services. He joined RCA in 1949 after 12 
years with Montgomery Ward & Co., where he was vice president 
and general manager of the mail-order division. W. Walter Watts 
(r.), RCA group executive vice president, will have added to his 
responsibilities the RCA international division, formerly under Mr. 
Odorizzi, with the RCA electron tube division and semiconductor 
and materials division continuing to report to him. Mr. Watts began 
his association with RCA in 1945. 


count supervisor, coming to that agency from Benton & Bowles, 
position. OG&M states that he will be used in a “senior account” 
the work load carried by the agency’s top executives. A graduate 


for several years before becoming v.p. and general manager in 1955. 





David P. Crane has joined Ogilvy, Benson & Mather, Inc., as a vice president and ac- 
where he had held a similar 


capacity to relieve some of 


of Carlton College in North- 
field, Minn., Mr. Crane became advertising manager of the George A. Hormel meat-packing 
company in 1936, remaining there until 1941, when he served as a major in the Army in both 
the European and Pacific theatres. Upon his discharge in 1945, he joined Batten, Bartor, 
Durstine & Osborn as an account man and stayed with that agency for five years. In 1950 
he began his association with Benton & Bowles. Before assuming account-supervisory duties 
there, he held down the post of vice president in charge of media. 








Sandy Cummings, manager of the tv network program department, ABC-TV western 
division, has been promoted to director of the department in a realignment of assignments 
which now finds Robert Adams, executive producer, reporting to Mr. Cummings instead of 
Thomas W. Moore, vice president in charge of ABC-TV programming and talent. Mr. Cum- 
mings joined the network’s western division in June 1954 as ABC-Disney coordinator, 
working on Disneyland and Mickey Mouse Club as liaison between the network, the producer, 
the advertising agencies and the clients. Prior to going with ABC, Mr. Cummings was asso- 
ciated with the William Morris Agency, and before that he conducted his own television 
packaging agency; he has also served as a producer at Colurabia Pictures. A major during 
the war, he commanded the American Forces Network in Germany after V.E. Day. 
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THE WORLD COMES 
hee Green's 


RENDEZVOUS 


WITH 
~ ADVENTURE 


Each film is professionally 
photographed by Lee Green, 
famous adventure cameraman. 
He brings his own daring ex- 
ploits to the screen for the 
first time. 


see: 
per | Adventure of 


Sultans of 
Guadalupe 





Mexico 


Adventure of 
Renegade 
Mountain Lion 


Montana 


Adventure of ' 
Beach of 
Diamonds 


Africa 


For 
more information 
wire 
or call 






TSO ( _, and 
ee AS BOCIATEsS 


Hollywood, California 
HC 2-4448 
in New York: 
Peter Piech« Mike Mills 
Murray Hill 7-5011 


in Chicago: Jack Russell 
State 2-2818 
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The shape of things to come: We 
hasten to report this item first as a pub- 
lic service for programmers. 

What with the spate of educational 
television being sent out in the early 
morning hours, the sign we saw in the 
window of a suburban furniture store 
ought to go far in encouraging early- 
morning viewing: 

“Brigitte Bardot Special—the educa- 
tional mattress. For cultural purposes 
only.” 

e * * 

Did you hear about the man on Mad- 
ison Avenue who bought a sincere- 
sucker suit? . . . Or about the junior 
timebuyer who had his wife survey the 
Farmer’s Market? . . . Or about the 
new agency man who was appointed 
vice president on the spot when he ut- 
tered, “Well, that’s the way the as- 
paragus tips?” 

* * * 

A New York television producer had 
to spend some time in Hollywood re- 
cently. No matter where he went, on 
the beaches, on the streets, in pool and 
studio, all he ever heard was talk of 
“Eddie and Debbie,” or “Debbie and 
Eddie.” In desperation he finally blurt- 
ed out, “What’s the matter with you out 
here? Can't you talk of something 
else? How about Quemoy and Matsu?” 

“Oh,” said a sun-kissed voice, “when 
did they break up?” 

* * e 

Our bi-weekly thought: The automo- 
bile age practically swept the horse out 
of existence in our country, but the 
television age brought the creatures 
back with a bang, bang. 

* * * 

Since they tell us the recession is 
over and all will be smooth and 
prosperous (they, of course, being the 
politicians), we think now we can tell 
a few recession-type stories without 
hurting anyone’s feelings. 

Seems that two station managers 
from different cities met one day in a 
neutral hotel lobby. After exchanging 
the usual social amenities, one asked 
the other the usual question: how’s 
business ? 

“Horrible,” the second fellow re- 
plied. “I lost my ace salesman. He 


became a jet pilot.” 

“It could be worse,” the first guy 
said. 

“That’s not all,” the other station 
man went on. “Two local sponsors 
canceled one of our expensive local live 
shows, and my best news announcer 
fractured his jaw and is out for at least 
two months.” 

“Tt could be worse,” the first guy 
said. 

“And what’s more, my son was ex- 
pelled from school, and my wife ran 
away with a newspaper publisher.” 

“Tt could be worse.” 

“What’s the matter with you?” the 
second fellow exploded. “Everything | 
tell you, all you say is it could be worse. 
What could be worse!” 

“It could happen to me,” the first 
guy said. 

* * a 

In the same vein (or vain), two pro- 
gram producers met one day in a bar. 
Each one felt and looked miserable and 
didn’t hesitate to admit it. They en- 
gaged in the following exchange of 
commiseration: 

Ist Producer: “January was awful. 
For the first time our ratings went be- 
low 30 even with our hiring top guest 
stars, which made us go $46,000 over 
our budget.” 

2nd Producer: “Hmm!” 

Ist Producer: “February our rating 
hit a low of 18, and we went over our 
budget by $51,000.” 

2nd Producer: “Ahhh!” 

Ist Producer: “March, ratings 14, 
and we went over our budget to the 
tune of $66,000.” 

2nd Producer: “Listen, you think 
you've got troubles. As you know, my 
new show is built around my star. We 
spent thousands giving him a big pub- 
licity build-up, and we hired top writ- 
ers and already paid them for the first 
13 scripts. So, what do I find this 
morning? Uncle Sam is sure to pre- 
empt the next several years of my star’s 
time. It seems that he not only didn’t 
pay several years’ income tax but what 
he did pay, he paid with embezzled 
money. So, my friend, tell me what 
could be worse?” 

Ist Producer: “April.” 





















A television market is more than a city 


When you use KOTV ® Tulsa, you sell a television market 
whose: 
e Total Retail Sales are greater than Metropolitan Dallas. 
e Effective Buying Income is almost $2,000,000,000. 
«@ Automotive Sales are greater than Metropolitan Oklahoma City, Omaha and 
Nashville combined. 
Smart advertisers want to tap this market. They do it over 
KOTV @ the station that has been first in Tulsa in every 
survey since 1949. Represented by Petry. 


Sources: 23 ARB, Telepulse surveys; TV Mag. 3/58; 
Copyrighted . . . Sales Management 1958 








A television market is more than a city 


When you use WANE-TV ®@ Fort Wayne, you sell a tele- 
vision market whose: 
e Total Retail Sal=s are twice those of Metropolitan Nashville. 
e Effective Buying Income is over $1,380,000,000. 
e Automobile Sales are greater than Metropolitan Seattle. 
Smart advertisers want to tap this market. They do 
it over WANE-TV @ as more families watch WANE-TV than 
any other station in the billion-dollar all-UHF 
Fort Wayne Market. Represented by Petry. 


Sources: Area ARB 11/57; TV Mag. 3/58; 
Copyrighted . . . Sales Management 1958 


|| HOUSTON 
| 


Hi | { | 


et ae = ee , 
— — 


A television market is more than a city 


When you use KGUL-TV ® Houston... you sell a quarter 
of Texas—a television market whose: 
© Total Retail Sales are greater than Metropolitan Washington. 
e Effective Buying Income is over $3,840,000,000. 
e Food Sales are greater than Metropolitan Cleveland. 


Smart advertisers want to tap this market. They do 
it over KGUL-TV @ the only station delivering city-grade 
service to both Houston and Galveston. 
Represented by CBS Spot Sales. 


Sources: TV Mag. 3/58; 
Copyrighted . . . Sales Management 1958 


INDIANAPOLIS 


A television market is more than a city 


When you use WISH-TV @ Indianapolis, you sell a televi- 
sion market whose 
e Total Retail Sales are greater than Metropolitan Buffalo and Kansas City combined. 
e Effective Buying Income is almost $5,000,000,000 
¢ Food Sales are equal to Metropolitan Milwaukee and Cincinnati combined. 
Smart advertisers want to tap this market. They do it 
over WISH-TV @ the station that has dominated the 
Indianapolis Market in 25 consecutive surveys. 
Represented by Bolling. 


Sources: All ARB, Pulse, Nielsen surveys since July 1955; 
TV Mag. 3/58; Copyrighted . . . Sales Management 1958 


THE CORINTHIAN STATIONS Responsibility in Broadcasting 


KOTV Tulsa ® KGUL-TV Houston ® WANE & WANE-TV Fort Wayne 


© WISH & WISH-TV Indianapolis 








9 OUT OF 10 
POST 48 


IN MOVIELAND GROUP’S ALL STAR LINE-UP 


For full details, write, wire, phone: 
Post’ 48...that’s the key to the high ratings A.A.P.’s Movieland Group is scoring in market after 


market. You get 81 top pictures, all sure hits, from such major studios as RKO, 20th Century-Fox, f | ‘ k 
UA, Universal, Korda and others. Featured are such big league stars as Ginger Rogers, Lilli a ‘a 


Distributors for Associated Artists 
Palmer, Bette Davis, Paulette Goddard, Rex Harrison, Joseph Cotten, Orson Welles. This popu- 


345 Madison Ave., MUrray Hull 6-2323 


75 E. Wacker Dr., DEarborn 2.2030 

: p i 1511 Bryan St., Riverside 7-8553 
lar, saleable package of great new pictures is first run in many areas. Put them to work for you. 9110 Sunset Blvd, CRestview 6.5886 
24 Prices for individual pictures on request 








